FAKTOR YANG MEMPENGARUHI PREFERENSI KONSUMEN







Pada bab ini peneliti akan membahas mengenai kesimpulan dan implikasi 
manajerial yang diperlukan untuk penyedia layanan E-Wallet OVO melalui 
penelitian yang telah dilakukan. Demi penelitan di masa mendatang, peneliti juga 
akan memberikan saran serta keterbatasan penelitian.  
 
5.1 Kesimpulan 
1. Karakteristik Responden 
Kuesioner disusun menggunakan google forms dan disebarkan melalui 
media sosial dengan menggunakan link yang tersambung kepada laman kuesioner 
online yang telah dibuat oleh penulis kepada 275 responden. Sebanyak 190 
respondennya didominasi oleh wanita, sedangkan sisanya 85 responden berjenis 
kelamin pria. Usia rata-rata responden pada penelitian ini 15 tahun – hingga 21 
tahun, dengan rata-rata pendapatan atau uang saku per bulan sebesar 
Rp1.000.001,00 - Rp1.500.000,00, serta memiliki ontensitas penggunaan E-Wallet 
OVO beberapa kali dalam satu bulan. Nominal Top-up yang biasa dilakukan oleh 
kebanyakan responden pada penelitian ini sebesar Rp100.001,00 - Rp200.000,00 
dengan riwayat transaksi untuk pembayaran transportasi mengunakan GRAB-
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BIKE, GRAB-CAR, GRAB-RENT. Responden juga mengungkapkan bahwa 
sebagian dari mereka menggunakan OVO karena promosi yang ditawarkan. 
2. Pengaruh Antara Variabel E-Trust dan Variabel E-Loyalty 
E-Trust memiliki pengaruh positif terhadap E-Loyalty pengguna E-Wallet 
OVO, yang artinya, jika konsumen merasa percaya terhadap E-Wallet OVO, maka 
loyalitasnya terhadap E-Wallet OVO juga akan meningkat. Dengan kata lain pada 
penelitian yang telah dilakukan E-Wallet OVO mampu menciptakan komitmen 
pada penggunanya.  
3. Pengaruh Antara Variabel Kepuasan Konsumen Dan Variabel E-Loyalty 
Kepuasan konsumen memiliki pengaruh positif terhadap E-Loyalty 
pengguna E-Wallet OVO, yang artinya, jika konsumen puas akan OVO, maka 
loyalitas penggunanya terhadap E-Wallet OVO juga akan meningkat.  
4. Pengaruh Antara Variabel Kepuasan Konsumen Dan Variabel E-Trust 
Kepuasan konsumen memiliki pengaruh positif terhadap E-Trust, yang 
artinya, jika kepuasan yang dirasakan terhadap penggunaan E-Wallet OVO 
meningkat, maka kepercayaan penggunanya juga akan meningkat.  
5. Pengaruh Antara Variabel Kepuasan Konsumen dan Variabel Penggunaan 
Kepuasan konsumen memiliki pengaruh positif terhadap penggunaan E-
Wallet OVO, yang artinya, jik pengguna E-Wallet OVO merasa puas, maka 
penggunaannya terhadap E-Wallet OVO juga akan meningkat. Dengan kata lain 
penggunaan E-Wallet OVO sesuai dengan ekspektasi penggunanya.  
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6. Pengaruh Antara Variabel Kepuasan Konsumen Dan Variabel Preferensi 
Kepuasan konsumen memiliki pengaruh positif terhadap preferensu 
penggunaan E-Wallet OVO, yang artinya jika konsumen puas terhadap E-Wallet 
OVO akan mempengaruhi kesukaannya terhadap penggunaan E-Wallet OVO.  
7. Pengaruh Antara Variabel Penggunaan Dan Variabel E-Loyalty   
Penggunaan E-Wallet OVO memiliki pengaruh terhadap E-Loyalty 
penggunanya, yang artinya jika penggunaan terhadap E-Wallet OVO meningkat 
maka loyalitas penggunanya juga akan meningkat.  
8.  Pengaruh Antara Variabel Persepsi Dan Variabel Kepuasan Konsumen 
Persepsi pengguna E-Wallet OVO memiliki pengaruh terhadap kepuasan 
penggunanya, yang artinya, jika persepsi pengguna terhadap E-Wallet OVO 
meningkat maka kepuasan yang dirasakan pengguna E-Wallet OVO juga 
meningkat.  
9. Pengaruh Antara Variabel Persepsi Dan Variabel Penggunaan 
Persepsi pengguna E-Wallet OVO memiliki pengaruh terhadap tingkat 
penggunaannya, yang artinya, jika persepsi pengguna E-Wallet OVO meningkat 
maka tingkat intensitas penggunaannya terhadap E-Wallet OVO juga akan 
meningkat. 
10. Pengaruh Antara Variabel Persepsi Dan Variabel Preferensi 
Persepsi pengguna E-Wallet OVO memiliki pengaruh terhadap preferensi 
yang dirasakan penggunanya, yang artinya, jika persepsi pengguna E-Wallet OVO 
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meningkat maka akan preferensinya terhadap penggunaan E-Wallet OVO juga akan 
mengalami peningkatan.  
11. Pengaruh Antara Variabel Preferensi Dan Variabel Penggunaan 
Tidak terdapat pengaruh antara variabel preferensi terhadap penggunaan E-
Wallet OVO, yang artinya bahwa kesukaan pengguna terhadap E-Wallet OVO tidak 
mempengaruhi penggunaannya terhadap E-Wallet OVO. 
12. Kesimpulan dari uji mediasi yang signifkan dari penelitian ini adalah: 
a. Variabel E-Trust berperan sebagai variabel mediasi komplementer dan total 
pengaruh secara parsial pada hubungan antara variabel kepuasan konsumen dan 
variabel E-Loyalty.  
b. Variabel penggunaan berperan sebagai variabel mediasi komplementer dan 
total pengaruh secara parsial pada hubungan antara variabel kepuasan 
konsumen dan variabel E-Loyalty.  
c. Variabel kepuasan konsumen berperan sebagai variabel mediasi komplementer 
dan total pengaruh secara parsial pada hubungan antara variabel persepsi 
konsumen dan variabel penggunaan.  
d. Variabel preferensi konsumen tidak memediasi hubungan antara variabel 
kepuasan konsumen dan variabel penggunaan. 
e. Variabel preferensi konsumen tidak memediasi hubungan antara variabel 
persepsi konsumen dan variabel penggunaan. 
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f. Variabel kepuasan konsumen berperan sebagai variabel mediasi komplementer 
dan total pengaruh secara parsial pada hubungan antara variabel persepsi 
konsumen dan variabel preferensi.  
 
5.2. Implikasi Manajerial 
Sebagai sebuah penelitian yang berfokus pada penelitian mengenai respon 
konsumen terhadap penggunaan E-Wallet OVO, penelitian ini memiliki implikasi 
sebagai berikut:  
Minat penggunaan E-Wallet OVO dapat tercipta hanya jika perusahaan 
manpu menciptakan persepsi yang baik pada pada setiap penggunanya. Menjadi 
penting untuk PT Visionet Internasional mampu memahami faktor apa saja yang 
mampu muncul pada setiap penggunanya hingga memiliki minat untuk 
menggunakan E-Wallet OVO. Dalam mencapai penciptaan persepsi yang baik pada 
setiap penggunanya OVO sebaiknya: 
1. Melakukan evaluasi terhadap fitur atau layanan yang sejauh ini telah ditawarkan 
kepada penggunanya, seperti biaya administrasi yang perlu dikeluarkan 
konsumen pada saat melakukan top-up pada beberapa Bank tertentu, hal ini 
dilakukan dengan maksud agar semakin meningkatkan tingkat kepuasan yang 
dirasakan oleh pengguna E-Wallet OVO.   
2. Melakukan pengembangan secara berkala terhadap aplikasi E-Wallet OVO 
yang digunakan oleh konsumen, seperti evaluasi keamanan dan kenyamanan 
yang konsumen rasakan saat menggunakan E-Wallet OVO, evaluasi terhadap 
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tampilan atau desain yang sejauh ini telah digunakan, evaluasi pemberitahuan 
atau notifikasi yang dikirimkan kepada konsumen apakah telah efektif dan 
memberikan banyak manfaat ketika konsumen menerimanya. Proses kontrol 
yang dilakukan juga dapat melibatkan penggunanya dengan cara mengadakan 
survey cepat yang muncul pada saat pengguna akan menggunakan aplikasi E-
Wallet OVO. Hal ini dilakukan dengan maksud dan tujuan untuk 
mempertahankan loyalitas, tingkat kepuasan, serta kepercayaan pengguna E-
Wallet OVO.  
3. Melakukan promosi yang memiliki efek terhadap preferensi konsumen serta 
dalam peningkatan penjualan dengan mengadakan event yang lebih menarik, 
atau melalui media tertentu yang dapat secara langsung diterima oleh 
konsumen, alangkah baiknya jika konsep yang digunakan lebih bersifat 
mengedukasi keuntungan atau manfaat yang akan dirasakan ketikan 
menggunakan E-Wallet OVO. Hal ini perlu untuk diupayakan agar konsumen 
kelak akan memiliki preferensi untuk menggunakan E-Wallet OVO, karena 
secara tidak langsung telah menerima beberapa informasi melalui kegiatan 
promosi yang telah dilakukan. 
4. Selain itu, dengan meninjau bahwa melalui penelitian ini preferensi konsumen 
tidak memiliki pengaruh terhadap penggunaannya tehdadap E-Wallet OVO, 
maka PT Visionet Internasional harus mampu menciptakan persepsi yang baik 
kepada konsumen melalui informasi yang didistribusikan kepada masyarakat. 
Umumnya beberapa orang memiliki kecenderungan untuk lebih responsif 
terhadap informasi yang bersifat visual karena dianggap menarik, maka dari itu 
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beberapa cara yang dapat dilakukan antara lain dengan menciptakan informasi 
yang dapat diperoleh degan cara yang menarik dan dengan pesan yang 
mudahuntuk diingat melalui simbol-simbol atau gambar atau animasi tertentu. 
Selain itu untuk mengatasi beberapa orang lainnya juga informasi atau pesan 
yang sama juga dapat disampaikan menggunakan pesan-pesan yang memiliki 
pesan suara yang dapat ditangkap oleh indera pendengaran masyarakat, agar 
melalui proses pendengaran pesan ini, masyarakat diharapkan akan memiliki 
persepsi yang baik mengenai penggunaan atau pengadopsian E-Wallet OVO. 
 
5.3. Saran dan Keterbatasan Penelitian 
Dalam melakukan penelitian ini, peneliti juga menemukan berbagai macam 
masalah serta keterbatasan dalam diri peneliti dari faktor internal maupun eksternal. 
Keterbatasan peelitian ini sebagai berikut:  
1. Proses pengumpulan data pada penelitian ini hanya dilakukan melalui 
pembagian kuisioner menggunakan link yang tersambung pada laman peneliti 
secara online. Sehingga beberapa data yang masuk masih harus melalui 
disesuaikn kembali dengan kriteria dalam penelitian sebelum akhirnya 
digunakan dalam proses penelitian.  
2. Penelitian ini hanya dilakukan pada dua kelompok usia, yaitu kelompok usia 15 
tahun - 21 tahun dan 22 tahun - 28 tahun, namun terdapat perbedaan jumlah 
responden pada dua kelompok usia tersebut karena keterbatasan responden 
untuk mendapatkan responden dalam kelompok usia tersebut. Hal ini dapat saja 
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menyebabkan karakteristik responden dalam penelitian ini menjadi kurang 
bervariasi, karena setiap usia sebenarnya memiliki perbedaan dalam proses 
penerimaan teknologi baru yang sesuai dengan konsep Unified Theory of 
Acceptance and Use of Technology (UTAUT). 
3. Penelitian ini juga tidak mengikutsertakan perbedaan kemampuan penerimaan 
teknologi sertiap kelompok usia dan gender, karena telah menggabungkan 
beberapa variabel lain yang mendukung dalam penelitian ini dan melakukan 
pengujian mediasi untuk meneliti faktor specific indirect effects.  
Diharapkan pada penelitian selanjutnya peneliti mampu melakukan penelitian 
yang sama secara kualitatif untuk menjawab beberapa faktor yang menyebabkan 
terdapatnya hipotesis yang ditolak. Menambahkan variabel pendukung yang dapat 
menjadi faktor penentu yang mempengaruhi variabel penggunaan atu preferensi. 
Serta diharapkan peneliti selanjutnya mampu menjangkau lebih banyak lagi 
kelompok usia sehingga pada akhirnya dapat dilakukan uji beda terhadap kelompok 
usia tertentu dan kelompok gender, agar dapat mengetahui perbedaan kemampuan 
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PILOT STUDY E-WALLET OVO 
USIA: (jawaban singkat) th 
JENIS KELAMIN: (pilihan ganda) 
UNIVERSITAS: (jawaban singkat) 
1. Sudah berapa lama anda menggunakan OVO sebagai alat pembayaran? 
(jawaban singkat) 
 
2. Kapan terakhir kali anda menggunakan OVO sebagai alat pembayaran? Dan 
digunakan untuk membayar apa? 
(jawaban singkat) 
 
3. Berapa kali rata-rata dalam satu harinya anda menggunakan OVO sebagai 
alat pembayaran? Dan untuk membayar apa? 
(jawaban singkat) 
 
4. Apa alasan anda untuk menggunakan OVO sebagai alat pembayaran 
dibandingkan dengan E-Wallet lainnya? 
(paragraph) 
 










7. Seberapa sering gangguan itu anda rasakan pada saat melakukan transaksi 
menggunakan OVO dalam rentang waktu satu minggu? 
(Kurang dari atau sama dengan 5 kali) 
(Lebih dari 5 kali) 
 
8. apakah gangguan tersebut mengurangi minat anda untuk tetap 
menggunakan OVO sebagai alat pembayaran? Mengapa? 
(paragraph) 
 
9. Menurut anda fitur apa yang perlu ditingkatkan dari OVO? Mengapa? 
(paragraph) 
 






Responden yang menggunakan aplikasi E-Wallet OVO berjumlah 20 
responden yang masing-masingnya terdiri dari 10 orang responden perempuan dan 




 Responden yang menggunakan aplikasi E-Wallet OVO didominasi oleh 












19 TAHUN 20 TAHUN 21 TAHUN 22 TAHUN 23 TAHUN 24 TAHUN
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Responden yang menggunakan aplikasi E-Wallet OVO terdiri dari 
responden yang sedang menjalankan studinya di beberapa universitas, diantaranya 


























Responden yang menggunakan aplikasi E-Wallet OVO rata-rata sudah 
menggunakan selama 1 tahun pemakaian, dan penggun ini didominasi oleh 
responden perempuan yang berjumlah 7 responden, sedangkan untuk responden 
laki-laki berjumlah 4 responden. 
 
Kapan terakhir kali anda menggunakan OVO sebagai alat pembayaran? 
Dan digunakan untuk membayar apa ? 
 
Tabel 1.1 




2 minggu lalu, 
grab-food 
1 bulan lalu 







2 minggu  lalu, 
membayar grab 
bike 





2 hari  lalu, 
membayar 
go food 
2 minggu  lalu, 
membayar 
pulsa 
    
Hari ini, 
grabfood 




2 minggu lalu, 
membayaran 
grab bike 

















      
171 
 
Responden yang menggunakan aplikasi E-Wallet OVO rata-rata 
menggunakan hampir 1-2 minggu lalu dengan penggunaan yang didominasi untuk 
pemesanan Grab-Food, Grab-Bike, membeli pulsa listrik, ataupun untuk 















      
Berapa kali rata-rata dalam satu harinya anda menggunakan OVO sebagai 
alat pembayaran? Dan untuk membayar apa? 
Tidak 
Selalu 
1  kali setiap 
hari 







1-2 kali,  
grabfood 
100 ribu, membayar pulsa 
atau kuota 





1 kali, grabbike 
1-2 kali, grab-
food 
20-30 ribu, go-food/beli 
kopi di coffeeshop 
 1 kali, Go food 





 1 kali, grab food 
2 kali, grab food 











Responden yang menggunakan aplikasi E-Wallet OVO rata-rata menjawab 
menggunakan paling sedikitnya 1 sampai 2 kali penggunaan dalam satu harinya 
untuk melakukan beberapa pemesanan melalui aplikasi Grab seperti Grab-Food 
ataupun Grab-Ride. 
 
Apa alasan anda untuk menggunakan OVO sebagai alat pembayaran 
dibandingkan dengan E-Wallet lainnya? 
 
1 kali, grab bike 
kalau promo 












1-3 kali  grab 




1 kali,  
membayar 
makanan yag 
dibeli di offline 
store 
1 -3 kali grab 





Responden yang menggunakan aplikasi E-Wallet OVO menyatakan bahwa 
mereka menggunakan OVO karena satu-satunya E-Wallet yang responden ketahu 
Belum Pernah 
Menggunakan 



















lainnya, dan untuk 
registrsi akun baru 
mudah 
Dapat cashback 














Banyak promo yang 





Potongan harga yang 
besar 




lewat grab bisa dapat 
promo 





    
  
Bisa digunakan di 
kantin kampus 
    
  
Banyak promo yang 
diberikan melalui 




lainnya lebih besar 
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penawaran promo yang diberikan melalui aplikasi Grab lebih banyak, ada banyak 
cashback yang diberikan. 
Tabel 1.3 
 
Apakah anda merekomendasikan OVO pada teman, kerabat, atau kenalan 
anda ? Mengapa? 
Tabel 1.4 
Merekomendasikan OVO 
Ya, lebih praktis. 
Iya sangat menguntungkan 
Iya, ndapatkan promo 
Iya, lebih mudah dan  banyak keuntungan yang didapatkan 
Ya, mudah digunakan 
Iya, pembayaran menjadi lebih mudah dan mendukung cashless 
Iya, banyak promo 
Yesss banget 
Iya, banyak diskon 
iya, banyak promo  
iya, bisa digunakan di area kampus dan diluar kampus 
Iya, banyak cashback yang diterima bila membayar dengan OVO dan juga bisa 
mendapatkan banyak promo melalui GRAB 
Ya, menguntungkan 
Iya,  mudahannya untuk bertransaksi 
Iya, karena akan mendapat banyak promo 
Ya. Banyak promonya 
Iya, supaya berbagi promo 
iya dong, karena bisa membantu orang lain untuk tidak banyak mengeluarkan 
uang 
Iya, karena registrasinya mudah bagi orang yang kurang mengetahui 
perkembangan teknologi 




Responden yang menggunakan aplikasi E-Wallet OVO merekomendasikan 
pada orang lain karena beberapa alasan antara lain Cashback yang diberikan oleh 
OVO, banyak promo yang ditawarkan melalui aplikasi Grab, dan dapat digunakan 




Responden yang menggunakan aplikasi E-Wallet OVO 25% respondennya 




APAKAH ANDA PERNAH MENGALAMI 







Responden yang menggunakan aplikasi E-Wallet OVO rata-rata 
mengatakan pernah mengalami gangguan sebanyak kurang dari atau sama dengan 
5 kali setiap minggunya.  
 
Apakah gangguan tersebut mengurangi minat anda untuk tetap 
menggunakan OVO sebagai alat pembayaran? Mengapa? 
Tabel 1.5 
Mengurangi Minat Tidak Mengurangi Minat 
Ya. Tidak mau terkena 
gangguan lagi 
Tidak 
  Tidak karena tidak begitu mengganggu 
  
Tidak terlalu, karena gangguan tidak terlalu sering 
terjadi, sehingga tidak mempengaruhi minat 
penggunaan 
  Tidak, karena gangguan jarang terjadi 
25%
75%
SEBERAPA SERING GANGGUAN ITU ANDA 
RASAKAN PADA SAAT MELAKUKAN TRANSAKSI 
MENGUNAKAN OVO DALAM RENTANG WAKTU 
SATU MINGGU?
KURANG DARI ATAU
SAMA DENGAN 5 KALI
LEBIH DARI 5 KALI
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Responden yang menggunakan aplikasi E-Wallet OVO menyatakan bahwa 
gangguan tersebut bagi 4 responden tidak mengurangi minatnya untuk 
menggunakan OVO namun bagi salah satu penggunanya gangguan tersebut dapat 
mengurangi minatnya untuk menggunakan aplikasi OVO.  
 
Menurut anda apa yang perlu ditingkatkan dari OVO? Mengapa? 
Tabel 1.6 




Tidak ada, ovo 
sudah lengkap 
Biaya admin 




























uang yang bisa 
ditarik 
Promonya 
banyakin lagi dan 
tidak boleh 
membatasi waktu. 
Karena jadi malas 
ovo karna 
terhalang kuota 
promo dan waktu 
Bisa digunakan saat 
offline atau saat susah 
sinyal, kalau mau 
bayar di hypermart 
hartono suka susah 
sinyal jadi akhirnya 



















tempat yang bisa 
melakukan 




dan bisa topup di 

















    
Cashbacknya 
jangan dalam 
bentuk ovo points 
dong 
  
Responden yang menggunakan aplikasi E-Wallet OVO beberapa 
mengatakan bahwa yang perlu ditingkatkan dari OVO diantaranya dengan 
meningkatkan promo yang dberikan, adanya pemberitahuan mengenai penawaran 
promo, dapat diakses saat mode offline atau tanpa menggunakan data seluler, dan 


































Petunjuk pengisian kuesioner:   
1. Bacalah semua pertanyaan dengan baik.   
2. Jawablah sesuai dengan pengalaman yang dirasakan Bapak/Ibu/Saudara 
terhadap OVO.   
3. Dalam menjawab pertanyaan dalam kuesioner ini, tidak ada jawaban yang 
dianggap salah.   
  
A. Karakteristik Demografis Responden   
Jenis Kelamin           :    
a. Pria   
b. Wanita   
Usia              : ___ tahun   
Rata-rata pendapatan dan uang saku per bulan     :   
a. < Rp500.000,00   
b. Rp500.001,00 – Rp1.000.000,00   
c. Rp1.000.001,00 – Rp1.500.000,00   
d. Rp1.500.001,00 – Rp2.000.000,00   
e. Rp2.000.001,00 – Rp2.500.000,00   
f. >Rp2.500.001,00   
  
B. Karakteristik Responden   
Variabel Skala Penggunaan OVO    
  
Berapa kali anda menggunakan OVO? 
(Pilih salah satu)  
a. Setiap hari  
b. Beberapa kali dalam satu hari  
c. Beberapa kali dalam satu minggu  
d. Beberapa kali dalam satu bulan  
e. Tidak pernah  
f. Lainnya.   
Rata-rata nominal top-up OVO Anda dalam satu bulan:   
a. <Rp100.000,00   
b. Rp100.001,00 - Rp200.000,00   
c. Rp200.001,00 - Rp300.000,00   
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d. Rp300.001,00 - Rp400.000,00   
e. Rp400.001,00 - Rp500.000,00   
f. >Rp500.001,00   
Transaksi yang sering saya lakukan dengan OVO untuk : 
(Dapat memilih lebih dari satu) 
a. Transportasi (GRAB-BIKE, GRAB-CAR, GRAB-RENT)   
b. Makanan dan Minuman (GRAB-FOOD)   
c. GRAB-DELIVERY  
d. GRAB-SUBSCRIPTION  
e. GRAB-PULSA/TOKEN  
f. GRAB-HOTELS   
g. GRAB-TICKETS  
h. GRAB-BILLS  
i. GRAB-VIDEOS   
j. Transaksi offline pada vendor yang bekerjasama dengan OVO  
k. Lainnya (Sebutkan)  
Faktor Menggunakan OVO: 
(Dapat memilih lebih dari satu) 
a. Dapat melakukan transaksi setiap waktu (24/7)  
b. Dapat melakukan transaksi dimana saja   
c. Mudah dalam penggunaannya  
d. Promosi yang ditawarkan   
e. Akuntabilitas (proses laporan aktivitas transaksi yang menjadi tanggung 
jawab OVO) pada setiap transaksi jelas  
f. Dapat menggantikan uang tunai (Cashless)  
g. Keamanan dalam bertransaksi  
h. Menghindarkan diri dari uang palsu.  
i.  
 Keterangan:   
STS   : Sangat Tidak Setuju  
TS   : Tidak Setuju  
N   : Netral  
S    : Setuju  
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SS    : Sangat Setuju  
  
NO  Variabel Skala Penggunaan OVO  STS  TS  N  S  SS  
1  
Saya menggunakan OVO untuk melakukan 
pembayaran transaksi pribadi saya.                 
2  
Saya menggunakan OVO untuk kepentingan 
pembayaran transaksi pribadi di masa depan.                 
3  
Saya menggunakan OVO ketika ada 
kesempatan.                 
4  
Saya menggunakan OVO untuk transaksi 
pembayaran pribadi saya sesuai dengan 
kebutuhan saya.                 
Sumber: (Singh et al., 2016)  
  
NO  Variabel Skala Persepsi   STS  TS  N  S  SS  
Kemudahan dalam Penggunaan       
1  Layanan jasa OVO mudah untuk dimengerti.                 
2  
Setelah menggunakan OVO, penyelesaian transaksi 
menjadi lebih mudah bagi saya.                 
3  
OVO membantu saya dalam penyelesaian transaksi 
dengan lebih baik dan lebih efektif.                 
4  
OVO merupakan penyedia jasa dompet elektronik 
(E-Wallet) yang mudah digunakan.                 
Kegunaan       
1  Layanan yang disediakan oleh OVO bermanfaat 
bagi saya.  
               
2  
Layanan yang disediakan oleh OVO menghemat 
waktu saya dalam melakukan pembayaran.                 
3  
Layanan yang disediakan oleh OVO menarik untuk 
digunakan.                 
Pengaruh Sosial       
  Saya menggunakan OVO :                 
1  Rekomendasi dari keluarga saya.            
2  Rekomendasi dari teman-teman saya.                 
3  Cukup terkenal di kalangan masyarakat di 
Indonesia.  




Memiliki reputasi yang baik diantara para penyedia 
jasa dompet elektronik (E-Wallet).                 
5  
Saya tidak pernah mendapatkan informasi buruk 
tentang OVO                 
Efikasi Diri       
1  
Saya familiar dengan fungsi-fungsi yang tersedia 
pada aplikasi OVO.                 
2  
Saya mampu menggunakan teknologi yang tersedia 
pada aplikasi OVO dengan baik.                 
3  
Saya mampu dalam menggunakan dompet 
elektronik (EWallet) OVO.                 
Sumber: (Singh et al., 2016)  
  
NO  Variabel Skala Preferensi OVO    STS  TS  N  S  SS  
1  
Saya menggunakan OVO untuk melakukan 
transaksi layanan dan produk yang tersedia di 
aplikasi GRAB.                 
2  
Saya menggunakan OVO untuk melakukan 
pembayaran  
tagihan / bill payments (pulsa, paket internet, 
listrik, dan lain-lain).                 
3  
Saya menggunakan OVO untuk melakukan 
pembayaran belanja offline di beberapa merchant 
yang bekerjasama dengan OVO.                 
Sumber: (Singh et al., 2016)  
  
NO  Variabel Skala Kepuasan Konsumen OVO  STS  TS  N  S  SS  
1  
Saya senang dengan pelayanan jasa yang 
diberikan oleh OVO.                 
2  
Saya senang dengan keputusan saya untuk 
membeli sesuatu dengan OVO.                 
3  
Saya tidak mengeluhkan dengan pembebanan 
biaya yang dikenakan ketika melakukan top-
up OVO.                 
4  
Keamanan informasi pribadi saya dalam 
aplikasi OVO membuat saya puas 
menggunakan OVO.                 
5  
Saya dapat mentransfer uang kepada 
seseorang dari lokasi manapun dan kapanpun.                 
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Sumber: (Bulut, 2015) (Singh et al., 2016)  
  
NO  Variabel Skala E-Loyalty OVO    STS  TS  N  S  SS  
1  Saya senang menjadi pengguna OVO.                 
2  
Saya akan terus menggunakan OVO untuk 
transaksi yang akan datang.                 
3  
Saya menganggap OVO menjadi pilihan Dompet 
Elektronik (E-Wallet) pertama saya.                 
4  
Saya akan mengatakan hal-hal positif mengenai 
OVO kepada orang lain.                 
5  
Saya akan merekomendasikan OVO kepada teman 
dan kerabat.                 
Sumber: (Bulut, 2015) (Salem et al., 2018)  
  
NO  Variabel Skala E-Trust OVO    STS  TS  N  S  SS  
1  Saya percaya melakukan pembayaran dengan 
OVO.  
               
2  
Saya percaya ketika memberikan detail informasi 
pribadi saya pada OVO.                 
3  
Saya percaya informasi pribadi saya disimpan 
dalam database yang aman dan terenkripsi*.  
(*Terenkripsi = Proses pengamanan informasi 
dengan membuat informasi tersebut tidak dapat 
dibaca tanpa kode atau sandi khusus.)                 
4  
Saya percaya informasi pribadi saya tidak dapat 
diakses oleh pihak ketiga yang tidak memiliki izin.                 
5  
Kualitas informasi dan kualitas sistem yang 
disediakan oleh OVO bersifat multidimensi*.  
(*Multidimensi = Memiliki berbagai dimensi)                 
6  
OVO merupakan jasa layanan dompet elektronik 
(E-Wallet) yang berkualitas di sektor pembayaran 
digital.                 
7  
OVO merupakan jasa layanan dompet elektronik 
(E-Wallet) yang berintegritas* di sektor 
pembayaran digital.  
(*Berintegritas = Konsep etika yang menunjukkan 
kejujuran dan kebenaran dari sebuah tindakan.)                 























































































Pernyataan  Sumber 
how often do you use mobile wallet services? 
(Singh et al., 2016)  
Items: everyday, several times in a day, several 
times in a week, several times in a month, never, etc 
(Tick one) 
I am likely to use mobile payment services in the 
near future   
(Liu & Tai, 2016) 
I intend to use mobile payment services when the 
opportunity arises 
(Liu & Tai, 2016) 
I intend to use the ERP system for performing my 
job as often as needed 
(Rajan & Baral, 2015) 
Go pay memungkinkan saya untuk melakukan 
pembayaran transaksi pribadi saya 
(Priyono, 2017) 
please tick the one response for each question which comes closest to your 




Pernyataan  Sumber 
I am satisfied with M-wallet services of my Bank (Singh et al., 2016)  
I am satisfied with my decision to purchase from 
this site 
(Bulut, 2015) 
I am satisfied with the fees charged in M-wallet 
services 
(Singh et al., 2016)  
Confidentiality of my personal details makes me 
satisfied with M-wallet 
(Singh et al., 2016)  
 I can transfer money to anyone in need anytime, 
which makes me satisfied 
(Singh et al., 2016)  
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please tick the one response for each question which comes closest to your 




Pernyataan  Sumber 
what type of transaction you prefer through mobile 
wallet? Kindly rank them as per your preference 
 (Singh et al., 2016)  Items: pay utility bills (electricity, telephone), fund 
transfer, mobile recharge, gifts, shopping offers, 
metro card recharge, donations, etc. 




Pernyataan  Sumber 
I take pleasure in being a customer of the bank 
online services 
(Salem et al., 2018)  
I will continue dealing with the bank online services 
in the future 
(Salem et al., 2018)  
I say positive things about the web site to other 
people 
 (Bulut, 2015)  
I would recommend the bank online services to 
someone who seeks my advice 
(Salem et al., 2018)  
I consider the bank online services to be my first 
choice 
(Salem et al., 2018)  
please tick the one response for each question which comes closest to your 






Pernyataan  Sumber 
I felt trust in the purchasing process (Bulut, 2015) 
I felt trust when providing personal details (Bulut, 2015) 
The information quality provided by the bank’s 
website is consistent 
(Salem et al., 2018) 
The website of my bank appears to be well qualified 
in banking sector 
(Salem et al., 2018) 
The bank’s website has a strong sense of integrity (Salem et al., 2018) 
My personal and bank details are secured in mobile 
wallet 
(Singh et al., 2016)  
I believe my personal information is not being 
exposed to unauthorised third party 
(Singh et al., 2016)  
please tick the one response for each question which comes closest to your 




Ease of use 
Pernyataan  Sumber 
Mobile wallet services are easy to understand (Singh et al., 2016)  
After using mobile wallet, banking become easier to 
me 
(Singh et al., 2016)  
Mobile wallet helps me to do things better and 
effectively 
(Singh et al., 2016)  
Mobile wallet is user-friendly and easy to use (Singh et al., 2016)  
Usefulness 
Pernyataan  Sumber 
All services are useful to me (Singh et al., 2016)  
Services are beneficial for me (Singh et al., 2016)  
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All products are really attractive (Singh et al., 2016)  
Social  
Pernyataan  Sumber 
I will use it because it is referred by my family (Singh et al., 2016)  
I will use it because my friends use it (Singh et al., 2016)  
I will use it because most of the people in society 
use it 
(Singh et al., 2016)  
Self-efficacy 
Pernyataan  Sumber 
I am familiar with the technology used in mobile 
wallet 
(Singh et al., 2016)  
I am not confident in using mobile wallet (Singh et al., 2016)  
I am familiar with the functioning of the mobile 
wallet 
(Singh et al., 2016)  
please tick the one response for each question which comes closest to your 










































dan uang saku 









satu bulan : 
Transaksi yang sering saya 
lakukan dengan OVO untuk 
: 















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Mudah dalam 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY 
Dapat melakukan transaksi dimana 
saja, Mudah dalam penggunaannya, 
Promosi yang ditawarkan, 
Akuntabilitas ( proses laporan 
aktivitas transaksi yang menjadi 
tanggung jawab OVO) pada setiap 
transaksi jelas, Dapat menggantikan 
uang tunai (Cashless), Keamanan 
dalam bertransaksi, Menghindarkan 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Menghindarkan diri dari uang palsu 
4/28/2020 
21:40:13 




















Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi dimana 

















Dapat melakukan transaksi dimana 











Makanan dan Minuman 
(GRAB-FOOD) 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY 
Dapat melakukan transaksi setiap 
waktu (24/7), Mudah dalam 
penggunaannya, Dapat 
menggantikan uang tunai (Cashless), 















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Dapat 
menggantikan uang tunai (Cashless), 

















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), 











Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Dapat 













Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Promosi yang 
ditawarkan, Dapat menggantikan 














Makanan dan Minuman 
(GRAB-FOOD) 
Mudah dalam penggunaannya, 
















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 












Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 












Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Mudah dalam 
















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 












Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
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Makanan dan Minuman 
(GRAB-FOOD) 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 












Makanan dan Minuman 
(GRAB-FOOD) 














Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY, Transaksi offline 
pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 











Makanan dan Minuman 
(GRAB-FOOD) 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Akuntabilitas 
( proses laporan aktivitas transaksi 
yang menjadi tanggung jawab OVO) 
pada setiap transaksi jelas, 
Keamanan dalam bertransaksi, 















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat menggantikan 
uang tunai (Cashless), Keamanan 
dalam bertransaksi, Menghindarkan 














Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Promosi yang ditawarkan, 
Akuntabilitas ( proses laporan 
aktivitas transaksi yang menjadi 
tanggung jawab OVO) pada setiap 
transaksi jelas, Dapat menggantikan 
uang tunai (Cashless), Keamanan 
dalam bertransaksi, Menghindarkan 















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 














Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY 














Transaksi offline pada vendor 
yang bekerjasama dengan 
OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, 











Makanan dan Minuman 
(GRAB-FOOD) 











Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 













Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 












Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), Keamanan 
dalam bertransaksi, Menghindarkan 












Makanan dan Minuman 
(GRAB-FOOD) 


















offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 














Transaksi offline pada vendor 
yang bekerjasama dengan 
OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 













Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 














Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 













Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi dimana 











Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
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ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 












Makanan dan Minuman 
(GRAB-FOOD) 
Promosi yang ditawarkan 
5/1/2020 
19:15:20 








Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN, Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Promosi yang 
ditawarkan, Dapat menggantikan 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 













Makanan dan Minuman 
(GRAB-FOOD) 
Mudah dalam penggunaannya, 















Makanan dan Minuman 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 





penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), Keamanan 
dalam bertransaksi, Menghindarkan 



















Dapat melakukan transaksi dimana 
saja, Mudah dalam penggunaannya, 
Promosi yang ditawarkan, 
Akuntabilitas ( proses laporan 
aktivitas transaksi yang menjadi 
tanggung jawab OVO) pada setiap 
transaksi jelas, Dapat menggantikan 











Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 












Makanan dan Minuman 
(GRAB-FOOD) 
Promosi yang ditawarkan 
5/1/2020 
20:43:29 








Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 












Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), 















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 














Makanan dan Minuman 
(GRAB-FOOD) 
Mudah dalam penggunaannya, 
Promosi yang ditawarkan, Dapat 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Mudah dalam penggunaannya, 
Promosi yang ditawarkan, 











Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi dimana 
saja, Promosi yang ditawarkan, 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 









Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Promosi yang 
ditawarkan, Dapat menggantikan 














Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), 














Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Akuntabilitas ( 
proses laporan aktivitas transaksi 
yang menjadi tanggung jawab OVO) 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 











Transaksi offline pada vendor 
yang bekerjasama dengan 
OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 











Makanan dan Minuman 
(GRAB-FOOD) 












Makanan dan Minuman 
(GRAB-FOOD) 
Mudah dalam penggunaannya, 
Keamanan dalam bertransaksi, 
















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 












Makanan dan Minuman 
(GRAB-FOOD) 

















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Mudah dalam penggunaannya, 













Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 












Makanan dan Minuman 
(GRAB-FOOD), GRAB-
TICKETS, Transaksi offline 
pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi setiap 
waktu (24/7), Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
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menjadi tanggung jawab OVO) pada 















BILLS, Transaksi offline pada 
vendor yang bekerjasama 
dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Keamanan 
dalam bertransaksi, Menghindarkan 















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Menghindarkan diri 













Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 









Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Akuntabilitas ( 
proses laporan aktivitas transaksi 
yang menjadi tanggung jawab OVO) 
pada setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY 














Makanan dan Minuman 





















Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 














Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Mudah dalam penggunaannya, 
Promosi yang ditawarkan, Dapat 














Promosi yang ditawarkan, Dapat 















offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 













Makanan dan Minuman 
(GRAB-FOOD) 
Promosi yang ditawarkan 
5/3/2020 
18:59:42 









Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 

















Promosi yang ditawarkan 
5/3/2020 
19:10:21 






















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 


















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Dapat 
menggantikan uang tunai (Cashless), 











Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi dimana 
saja, Mudah dalam penggunaannya, 















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 













Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi dimana 
saja, Promosi yang ditawarkan, 
Dapat menggantikan uang tunai 















Makanan dan Minuman 
(GRAB-FOOD) 
Promosi yang ditawarkan, Dapat 










Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY, Transaksi offline 
pada vendor yang 
bekerjasama dengan OVO 
Promosi yang ditawarkan, Dapat 
















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 













Makanan dan Minuman 
(GRAB-FOOD) 












Makanan dan Minuman 
(GRAB-FOOD) 









Makanan dan Minuman 
(GRAB-FOOD) 















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Promosi yang 
ditawarkan, Dapat menggantikan 














Makanan dan Minuman 
(GRAB-FOOD) 













Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY, Transaksi offline 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), Keamanan 
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pada vendor yang 
bekerjasama dengan OVO 
dalam bertransaksi, Menghindarkan 













Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), Keamanan 
dalam bertransaksi, Menghindarkan 












Makanan dan Minuman 
(GRAB-FOOD) 


















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Keamanan dalam 
bertransaksi, Menghindarkan diri 














Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY, Transaksi offline 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), Keamanan 
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pada vendor yang 
bekerjasama dengan OVO 
dalam bertransaksi, Menghindarkan 
diri dari uang palsu 
5/3/2020 
20:31:49 









Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 















Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless) 
5/3/2020 
20:35:09 




Makanan dan Minuman 
(GRAB-FOOD) 














Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 













Makanan dan Minuman 
(GRAB-FOOD) 















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN, Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 















Makanan dan Minuman 
(GRAB-FOOD) 
Mudah dalam penggunaannya, 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Dapat 














Makanan dan Minuman 
(GRAB-FOOD) 











Makanan dan Minuman 
(GRAB-FOOD) 
















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless) 
5/3/2020 
20:50:22 









Makanan dan Minuman 
(GRAB-FOOD) 
Promosi yang ditawarkan, 













Makanan dan Minuman 
(GRAB-FOOD) 
Mudah dalam penggunaannya, 














Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 

















Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Akuntabilitas ( 
proses laporan aktivitas transaksi 
yang menjadi tanggung jawab OVO) 
pada setiap transaksi jelas, 
Keamanan dalam bertransaksi, 














Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN, Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless) 
5/3/2020 
20:59:44 









Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi dimana 
saja, Mudah dalam penggunaannya, 
Dapat menggantikan uang tunai 










Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Dapat 
menggantikan uang tunai (Cashless), 














Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 













Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Mudah dalam penggunaannya, 
Promosi yang ditawarkan, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 














Makanan dan Minuman 
(GRAB-FOOD) 
Mudah dalam penggunaannya, 
Promosi yang ditawarkan, Dapat 
menggantikan uang tunai (Cashless), 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat menggantikan 
uang tunai (Cashless), 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 













Makanan dan Minuman 
(GRAB-FOOD) 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), Keamanan 
dalam bertransaksi, Menghindarkan 
















Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 













Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 


























Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi setiap 
waktu (24/7), Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 













Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), 












Makanan dan Minuman 
(GRAB-FOOD) 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi dimana 














Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi dimana 
saja, Mudah dalam penggunaannya, 
Promosi yang ditawarkan, 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat menggantikan 












Makanan dan Minuman 
(GRAB-FOOD) 













Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi dimana 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat menggantikan uang tunai 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), 
Menghindarkan diri dari uang palsu 
5/3/2020 
21:50:04 






Makanan dan Minuman 
(GRAB-FOOD) 
















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), Keamanan 
dalam bertransaksi, Menghindarkan 












Makanan dan Minuman 
(GRAB-FOOD) 
Promosi yang ditawarkan, Dapat 











Transaksi offline pada vendor 
yang bekerjasama dengan 
OVO 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless) 
5/3/2020 
23:49:34 









Makanan dan Minuman 
(GRAB-FOOD) 
Promosi yang ditawarkan 
5/4/2020 
0:03:47 








Makanan dan Minuman 
Dapat melakukan transaksi setiap 
waktu (24/7), Promosi yang 





uang tunai (Cashless), 















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN, Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 















Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Mudah dalam penggunaannya, 
Promosi yang ditawarkan, Dapat 
menggantikan uang tunai (Cashless) 
5/4/2020 
2:47:27 









Makanan dan Minuman 
(GRAB-FOOD), GRAB-
SUBSCRIPTION, Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 












Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 















Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless) 
5/4/2020 
7:08:00 








Makanan dan Minuman 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 




offline pada vendor yang 
bekerjasama dengan OVO 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 












Makanan dan Minuman 
(GRAB-FOOD), GRAB-
SUBSCRIPTION 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 














Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 













Makanan dan Minuman 
(GRAB-FOOD) 













Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 










Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 












Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
Promosi yang ditawarkan, Dapat 
menggantikan uang tunai (Cashless) 
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offline pada vendor yang 














Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi setiap 
waktu (24/7), Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 


























Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi dimana 
saja, Mudah dalam penggunaannya, 
















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi dimana 
saja, Mudah dalam penggunaannya, 
Promosi yang ditawarkan, Dapat 















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
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setiap transaksi jelas, Dapat 















Makanan dan Minuman 
(GRAB-FOOD) 
Mudah dalam penggunaannya, 













Makanan dan Minuman 
(GRAB-FOOD) 














Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY, Transaksi offline 
pada vendor yang 
bekerjasama dengan OVO 
Mudah dalam penggunaannya, 










Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Akuntabilitas ( 
proses laporan aktivitas transaksi 
yang menjadi tanggung jawab OVO) 
pada setiap transaksi jelas, Dapat 












Makanan dan Minuman 
(GRAB-FOOD) 













Transaksi offline pada vendor 
yang bekerjasama dengan 
OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 













Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 

















Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi dimana 
saja, Mudah dalam penggunaannya, 











Makanan dan Minuman 
(GRAB-FOOD) 
Mudah dalam penggunaannya, 
Promosi yang ditawarkan, Dapat 














Makanan dan Minuman 
(GRAB-FOOD) 
Promosi yang ditawarkan, Dapat 














Makanan dan Minuman 
(GRAB-FOOD) 















Makanan dan Minuman 
(GRAB-FOOD) 
















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi dimana 
saja, Mudah dalam penggunaannya, 
Promosi yang ditawarkan, Dapat 
menggantikan uang tunai (Cashless) 
5/4/2020 
22:02:58 







Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Dapat 












Makanan dan Minuman 
(GRAB-FOOD) 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 











Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY 















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Promosi yang 
ditawarkan, Dapat menggantikan 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 












Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi dimana 















Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 













Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi dimana 
saja, Mudah dalam penggunaannya, 












Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 




























Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 












Makanan dan Minuman 
(GRAB-FOOD) 
Promosi yang ditawarkan, Dapat 













Makanan dan Minuman 
(GRAB-FOOD) 
Mudah dalam penggunaannya, 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
HOTELS 
Dapat melakukan transaksi dimana 
saja, Mudah dalam penggunaannya, 
Akuntabilitas ( proses laporan 
aktivitas transaksi yang menjadi 
tanggung jawab OVO) pada setiap 
transaksi jelas, Dapat menggantikan 
uang tunai (Cashless), Keamanan 
dalam bertransaksi, Menghindarkan 












Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
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penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 











Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), 
Menghindarkan diri dari uang palsu 
5/5/2020 
19:01:00 








Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Dapat 













Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi dimana 












Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), 















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
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ditawarkan, Keamanan dalam 
bertransaksi, Menghindarkan diri 















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, 















Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Promosi yang ditawarkan, Dapat 













Makanan dan Minuman 
(GRAB-FOOD) 














Makanan dan Minuman 
(GRAB-FOOD) 
















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat menggantikan uang tunai 















Makanan dan Minuman 
(GRAB-FOOD) 
Mudah dalam penggunaannya, 
Promosi yang ditawarkan, Dapat 















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Promosi yang 
ditawarkan, Dapat menggantikan 














Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
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Makanan dan Minuman 
(GRAB-FOOD) 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless) 
5/5/2020 
21:09:04 









Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 












Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), 











Makanan dan Minuman 
(GRAB-FOOD) 
















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY, Transaksi offline 
pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 













Makanan dan Minuman 
(GRAB-FOOD) 
Promosi yang ditawarkan, Dapat 















Dapat melakukan transaksi setiap 














Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 
Menghindarkan diri dari uang palsu 
5/6/2020 
3:09:03 








Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 











Makanan dan Minuman 
(GRAB-FOOD) 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 















Makanan dan Minuman 
(GRAB-FOOD) 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Mudah dalam 
penggunaannya, Dapat 














Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 












Transaksi offline pada vendor 
yang bekerjasama dengan 
OVO 














Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
SUBSCRIPTION, Transaksi 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
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offline pada vendor yang 
bekerjasama dengan OVO 
menjadi tanggung jawab OVO) pada 
















Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 












Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 













Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), 












Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 
uang tunai (Cashless), Keamanan 
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dalam bertransaksi, Menghindarkan 

















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 
Menghindarkan diri dari uang palsu 
5/7/2020 
21:56:22 






Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Akuntabilitas ( 
proses laporan aktivitas transaksi 
yang menjadi tanggung jawab OVO) 
















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Akuntabilitas ( 
proses laporan aktivitas transaksi 
yang menjadi tanggung jawab OVO) 
pada setiap transaksi jelas, 
Keamanan dalam bertransaksi, 
Menghindarkan diri dari uang palsu 
5/8/2020 
10:40:06 









Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Dapat menggantikan 


















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 




Transaksi offline pada vendor 
yang bekerjasama dengan 
OVO 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 















Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 













Makanan dan Minuman 
(GRAB-FOOD) 
Mudah dalam penggunaannya, 














Makanan dan Minuman 
(GRAB-FOOD) 
Mudah dalam penggunaannya, 
Promosi yang ditawarkan, Dapat 




















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 


















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Keamanan dalam 
bertransaksi, Menghindarkan diri 



















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Akuntabilitas ( 
proses laporan aktivitas transaksi 
yang menjadi tanggung jawab OVO) 
pada setiap transaksi jelas, 
















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, 















Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Keamanan 
dalam bertransaksi, Menghindarkan 












Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Akuntabilitas 
( proses laporan aktivitas transaksi 
yang menjadi tanggung jawab OVO) 
pada setiap transaksi jelas, 














Makanan dan Minuman 
(GRAB-FOOD), GRAB-
PULSA/TOKEN 
Mudah dalam penggunaannya, 
Akuntabilitas ( proses laporan 
aktivitas transaksi yang menjadi 
tanggung jawab OVO) pada setiap 
transaksi jelas, Menghindarkan diri 















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 


















Makanan dan Minuman 
(GRAB-FOOD) 
Akuntabilitas ( proses laporan 
aktivitas transaksi yang menjadi 
tanggung jawab OVO) pada setiap 
transaksi jelas, Menghindarkan diri 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 

















Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Keamanan 
dalam bertransaksi, Menghindarkan 











Makanan dan Minuman 
(GRAB-FOOD), GRAB-
DELIVERY 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 













Makanan dan Minuman 
(GRAB-FOOD) 
Akuntabilitas ( proses laporan 
aktivitas transaksi yang menjadi 
tanggung jawab OVO) pada setiap 
transaksi jelas, Dapat menggantikan 
uang tunai (Cashless), Keamanan 
dalam bertransaksi, Menghindarkan 












Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 















Makanan dan Minuman 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 





( proses laporan aktivitas transaksi 
yang menjadi tanggung jawab OVO) 















Makanan dan Minuman 
(GRAB-FOOD), GRAB-
TICKETS 
Dapat melakukan transaksi dimana 
saja, Mudah dalam penggunaannya, 
Promosi yang ditawarkan, 
Akuntabilitas ( proses laporan 
aktivitas transaksi yang menjadi 













Makanan dan Minuman 
(GRAB-FOOD), GRAB-
TICKETS, Transaksi offline 
pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 












Makanan dan Minuman 
(GRAB-FOOD) 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 












Makanan dan Minuman 
(GRAB-FOOD), GRAB-
TICKETS, Transaksi offline 
pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
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setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 











Makanan dan Minuman 
(GRAB-FOOD), Transaksi 
offline pada vendor yang 
bekerjasama dengan OVO 
Dapat melakukan transaksi setiap 
waktu (24/7), Dapat melakukan 
transaksi dimana saja, Mudah dalam 
penggunaannya, Promosi yang 
ditawarkan, Akuntabilitas ( proses 
laporan aktivitas transaksi yang 
menjadi tanggung jawab OVO) pada 
setiap transaksi jelas, Dapat 
menggantikan uang tunai (Cashless), 
Keamanan dalam bertransaksi, 































E-Loyalty E-Trust Kemudahan 
Dalam 
Penggunaan 
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satisfaction of M-wallets: a study
on North Indian consumers
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Shalini Srivastava
Jaipuria Institute of Management Noida, Noida, India, and
Neena Sinha
University School of Management Studies,
GGSIP University, New Delhi, India
Abstract
Purpose – The purpose of this paper is to test the conceptual model of consumers’ intention and satisfaction
towards mobile wallets. This study uses the integrated UTAUT model which includes variables such as ease of
use, trust, security, self-efficacy, etc., and an additional variable (hedonism) to test consumers’ behaviour in the
context of mobile banking technologies. Regression analysis, ANOVA and descriptive analysis are used to test
the relationship among several dimensions such as perceptions, preferences, satisfaction and usage rate of
mobile wallets in North India. A sample of 204 North Indian consumers was taken to understand the consumers’
adoption behaviour towards mobile wallet. The study explains the significance of the proposed model and its
effectiveness to understand the behaviour of North Indian consumers. The result shows a significant association
between consumers’ perception, preference, usage and satisfaction. Security, trust and hedonism are few of the
most influencing variables in the study. Demographic variables such as gender and age also influence consumer
satisfaction and usage rate of mobile wallets in North India. The proposed model and results of the study bring
valuable insights into researchers and practitioners in the context of usage of mobile wallets.
Design/methodology/approach – Various standardized scales were used in the present study. Statistical
techniques like descriptive statistics, analysis of variance, t-test, χ2 and regression analysis were used to
assess the data. The data were collected with three separate questionnaires on variables perception,
preference, usage and satisfaction.
Findings – Findings of this study show a strong relation between customer’s perception, preference and
satisfaction of mobile wallet users. The result also shows the impact of customer’s perception, satisfaction
and preference on the usage rate of mobile wallets in India. The authors have collected responses from the
various regions in south and North India.
Research limitations/implications – The first contribution of this study is that it shows a strong
correlation between consumers’ perception, preferences and satisfaction. Various studies are available to
understand the impact of perception on satisfaction (Samudra and Phadtare, 2012; Venkatesh and Davis,
2000, Thakur, 2013), but very few studies have integrated it with preference and mobile wallet usage.
Moreover, no study is available on these variables specifically for North Indian consumers. This study is
unique in the sense that it discuss the association of consumer’s perception with type of transactions they
prefer to do in M-wallets. This paper also identify one more crucial factors, “hedonism”which is not discussed
extensively in the literature.
Practical implications – The study has several implications to the mobile technology industry and the
banking system to identify new strategies for mobile wallet usage. Factors like security, convenience and
trust influence consumers’ intention. This indicates that industries and banks must verify users’ privacy
norms and evaluate social trends to enhance user’s satisfaction and usage rate. Hedonism is determined as
one of the significant variable to measure consumer’s satisfaction and usage tendency. Mobile technology
providers should work on the appearances and design of the apps, and promote its convenience and benefits
to increase its usage in North India. Based on the findings of this study, companies can also evaluate preferred
wallet services for consumers, and factors affecting those services. This will help them to add more attractive
services based on consumers’ feedback, and remove unwanted services.
Social implications – The study also stressed the impact of society and family/friends on mobile wallet’s
usage. Customers learn new things from family and society and get influence with their choice and
preferences. This will help institutions to understand various factors leads to mobile wallet usage and
enhance the satisfaction level of customers.
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Originality/value – Although various studies have been conducted on the perception of customers on
various mobile payment systems, but this paper is the first of its kind to study customer’s perception about
wallets and type of transactions; they prefer to do through mobile wallets. This paper also study the impact of
mobile wallet usage and various factors affecting the usage rate. This paper also identified one crucial factor,
“hedonism”, which is not discussed thoroughly in the literature, and its significance in North India.
Keywords Satisfaction, Perception, Preference, Mobile wallets, North Indian consumers, Usage rate
Paper type Research paper
1. Introduction
Mobile payments allow us to perform transactions for goods and services with a mobile
device, such as mobile phones, smartphones, etc. These wireless communication
technologies can be useful to us in a variety of ways like payments, ticketing and
paying fees and fares electronically. Mobile wallet is one of the mobile payment instruments
available that can be used for various financial transactions. Mobile payment services
bring a range of technology innovations and provide multiple offers to users for greater
convenience (Price and Pilorge, 2009). In emerging economies, mobile applications
provide a platform to target larger population having no bank account but having a mobile
phone (Cox, 2013).
In India, we have seen a significant change in the profile of Indian consumers. They are
more attracted towards technology, better networked and using maximum resources
available. Almost 94 per cent of the Indian population is using mobile phones for their
professional and personal works. India has more than 150 million mobile phone users and is
expected to grow approximately 3.5 times in next five years. Data also show that there will
be a 30 per cent growth in the mobile wallet market in India during 2015-2019
(Bureau, 2016). Young Indians are more attracted towards new mobile technologies like
mobile wallets, etc. (Varghese, 2012), because they enjoy using it and prefer it for all their
banking needs. In India, mobile payment services are growing significantly from the last
few years, as it is convenient and easy to use.
Few studies have been done in the past to analyse the scope of mobile payment services
in India and identify factors affecting consumers’ perception and adoption of this new
technology (Gupta and Tahilyani, 2013; Dasgupta et al., 2011). Furthermore, there is very
limited research available on North Indian consumers, and it also neglects various users’
dimensions, like social norms, hedonism, etc. Our study is unique because it included
variables not yet studied. The study also determines the relationship between perception,
satisfaction and preference of North Indian consumers on the use of mobile wallets.
A survey was done on the North Indian consumers and examines their perception and
satisfaction level about mobile wallets. North India is rooted in Indo-Aryan traditions and
reflects diversity and customs of vast regions. It consists of young population and fewer
women as compared to men. It has low literacy level as compared to southern India.
North Indian consumers are rich and get influenced with digital innovations and online
services (Bhasker, 2016). American Express, with Nielsen, surveyed six cities including
Delhi (North India), Mumbai, Bengaluru, Jaipur, Ahmedabad and Hyderabad in India and
found that North Indian youths (age 18-30 years) per cent are more tech-savvy (81 per cent ),
and use internet for their bills and other online services as compared to other cities.
The survey even showed that women are more active in using wallets, plastic money
(74 per cent), and other online transactions (56 per cent) than men (Tech2, 2016). North Indian
consumers are experiencing a huge change in their lifestyles and habits for last few years;
nowadays, they prefer shopping, making payments and doing other transactions online. This
is resulting into the acceptance of mobile wallets in various metro cities like Delhi and Noida
(North India) and other tier 2 and tier 3 cities of this region. With new security tools and
















































wallets. Delhi/NCR, one of the biggest region of North India, has a high percentage of young
population who are well versed technologically. Data showed these consumers
prefer wallets and net banking more than the cash transaction for shopping and movie
booking, etc. (Bhasker, 2016).
This growing significance of mobile wallets in North India gave us the opportunity to
evaluate consumers’ perception and the adoption rate of mobile wallets. This trend inspired
us to survey North Indian consumers and determine their acceptance level (Sankaran, 2016).
The present study develops a conceptual model to examine various factors influencing
consumer satisfaction in North India. It applies the integrated UTAUT model (Shin, 2009)
and an additional factor (hedonism) to examine consumers’ intention. It intends to find out
the relationship between consumers’ preference, perception, preference and satisfaction.
Gender and age are considered as prominent individual characteristics in the technology
acceptance model (TAM). They have been used as a moderating variable in various studies
to examine the effect on consumers’ intention (Porter and Donthu, 2006; Munnukka, 2007).
This study also proposes to determine the effect of age and gender on the perception and
satisfaction level of North Indian consumers.
The study offers a few implications that can help mobile wallet service providers and
researchers to understand how users perceive mobile wallets, which will further help them
to determine the usage and satisfaction level of consumers in India. Mobile wallet vendors
are facing various challenges in designing wallet apps and various services offered
(Dahlberg et al., 2008), but findings of this study can help the banking and other payment
industry to understand user’s intention and factors leading usage of mobile wallets in India.
Researchers may extend their study to various regions in India and compare views of
consumers on the adoption of mobile wallets. Section 2 presents a literature review on
mobile wallets and consumers’ perception on the use of mobile wallets. Section 3 reflects the
main objective of the study. Section 4 describes a conceptual model and suggestive
hypotheses. Section 5 explains a research design. Section 6 includes data analysis and
hypotheses testing. Section 7 discusses result and conclusion. And finally, Section 8
presents some implications to practitioners and researchers, few limitations and scope for
future studies.
2. Literature review
2.1 Mobile wallets in India
Amobile wallet technology is an innovative idea in the current scenario, it can be seen as a
virtual wallet, which provides one the facility to make instant payments and also
exchange transactions through smartphone. This advanced technology helps users to
become more accessible with financial services and provides platform to various banking/
non-banking entities to enhance their business. Mobile wallet is showing effecting
outcomes in emerging economies. In India, the use of mobile technology has increased
significantly and users can access various financial services easily to sustain M-wallets
applications. The Government of India has introduced various partnership models with IT
companies, banks, retailers to increase acceptance and adoption of M-wallets among the
users. Different models of partnership are in the loop. For example, Tata Teleservices
entered into a contract with ICICI Bank to offer mobile payment services in 2009, payment
service company Obopay India collaborated with YES Bank for mobile money business
and Bharti Airtel and Western Union jointly started providing mobile money services
from 2007 (Price and Pilorge, 2009). By the launch of 3G/4G services in India, there is a
scope of collaborations between banks and telecom companies, to provide mobile money
services and enhance mobile wallet usage. Mobile wallet is gaining popularity in emerging
markets like India, due to the increased consumers’ adoption rate. Mobile functionality,














































solutions providers will help non-users and those living in remote areas to receive access
of various mobile-based financial services.
In M-wallets, users can save their personal and banking information, shopping details,
payment history, etc. M-wallets help users to use their debit/credit cards for various
transactions like bill payments, shopping, discounts, booking movie tickets, fund transfers,
etc. These services are the recent development and will help various industries like
telecommunications, technology and financial services to expand their businesses.
Consumers generally use mobile wallets for transferring money, various payments of
bills/cards, stored money services, shopping, availing discounts, etc. Mobile wallet provides
them various facilities like loyalty benefits, minimum interest rates, review sale and
purchase options, receipts management, cash benefits, with greater convenience and ease
(Rowland and Shrauger, 2013). This inspire consumers to prefer mobile wallets for all of
their banking transactions (Thakur, 2013). RBI recently issued license to 13 new payment
banks to provide mobile money services, to enhance consumers’ reach and adoption of
mobile payment services in India. But do these new collaborations and technological
development are sufficient enough to replace traditional branch banking services? Are the
consumers ready to accept this new technology? India is considered as one of the biggest
market in term of mobile users (Rowland and Shrauger, 2013). There are more than
400 million subscribers of mobile phone but still only 4-5 per cent of the Indian population
use mobile phone for financial transactions and only 10 per cent are active users of mobile
money services. Service providers must understand the importance of all these questions
and, also, the need of consumers who are tech-savvy and want flexibility in the new
technology (Varghese, 2012). This study is an approach to provide answers to these
questions and understand the importance of various behavioural factors like attitude,
security, trust, etc., and the relationship of the preference with the satisfaction level of
North Indian consumers.
2.2 The model
Davis et al. (1989) developed a TAM model to identify behavioural factors leading to the
adoption of any new technology. This model was proposed with two important dimensions,
ease of use and usefulness to explain the consumers’ intention to use and the adoption
process of any technology. TAM is considered as a most effective model to evaluate factors
affecting the usage and adoption rate of any new technology. Various studies have been
done by including these variables (Zhanga et al., 2012; Yongmeng, 2013; Li et al., 2014),
which found that these variables are not sufficient to study consumers’ behaviour towards
the new technology. This model does not study security concerns of the consumers and
trust, they develop based on their perceived attitude (Shaw, 2014). This model did not
include social factors, influencing new technology adoption. If we talk about mobile wallet
specifically, the TAM is not considered as an effective tool. Shin (2009) proposed an
integrated UTAUT model, which is considered as an extension of the TAM model to study
consumer behaviour on mobile wallet usage. This model included few more variables like
social norms, trust, self-efficacy, attitude, security, etc. We found the integrated UTAUT
model proposed by Shin (2009) appropriate to study North Indian consumers’ perception on
mobile wallet. North Indian consumers are generally fashionable and enjoy the use of new
technology, and M-wallets are changing their perception drastically. Earlier, it was
considered as a tool for payments but now consumers are using it as an engagement tool, by
linking all their financial transactions with it. During the survey, we found that
North Indians are always excited to try new things and enjoy using mobile wallet. Seeing
this, we have identified the need of adding one more variable hedonism (Riquelme and
Rios, 2010). The present study also examined the effect of demographics factors gender, age
















































mobile wallet. This paper proposes to examine various factors that are responsible for the
adoption of mobile wallets in India and understand preferences of consumers in North India.
This paper contributes to the existing literature and identify various factors, which
influence consumers’ perception and satisfaction of North India.
Number of studies that have been cited below included various dimensions and their
impact on the adoption and usage of any new technology like mobile banking, m-payment,
and M-wallets. Agus et al. (2007) found a positive correlation between various mentioned
dimensions and consumer satisfaction. In China, Van der Wal et al. (2002) created a
framework of quality dimensions of new technology and relates it with consumers’
expectations, and found strong impacts of these variables on consumers’ intention and
satisfaction to adopt any new technology. Singh (2011) showed through his research that
majority of young and wealthy consumers in India are influenced by new technology, like
mobile wallets, and interested to use it for all their financial needs. He also shared, that, as
the need of technology will increase with time, and users will be more attracted towards
mobile wallets and will use it for various financial transactions like bill payments and for
shopping experiences. Consumers expect wallets to be convenient, safe, user-friendly and
optimise payment options to save time and cost. Past studies confirmed that consumers can
avail real benefits of time and cost saving through mobile wallets (Light, 2013; Clark, 2005;
Kumar and Seri, 2014). This new technology must be judged on the basis of consumers’
experience and benefits associated with it like coupons and discounts, shopping updates,
insurance details, money transfer, etc. Few wallets also provide social platform to their users
to interact with their friends and banks (Dahlberg et al., 2008). Mobile wallets have been
designed to enhance consumers’ experience. Consumers’ perception is very crucial to
understand the need of mobile wallet and its significance. Studies done in the past examined
the type of transactions; consumers may prefer to do online and through mobile
(Light, 2013; Wentzel et al., 2013; Kumar and Seri, 2014). Consumers prefer new technology,
if they find it convenient and are comfortable with the services (Van der Wal et al., 2002).
Dahlberg et al. (2008) on his paper discussed some of the preferred transactions of
consumers like checking account summary/billing payment system, fund transfer facility
through mobile money. He explained that if consumers like the new technology and are
satisfied with the benefits, they start using it again and again. Karnouskos and Fokus (2004)
have also discussed some significant features of mobile money services like shopping, bill
payment and offers preferred by consumers. They further explained that mobile money
services are generally offered to consumers with lower cost, but still very few consumers use
it due to privacy and trust issues. Lots of research is available in the area of information
systems to understand these factors which can help industry and researchers to enhance
mobile wallet services for their consumers.
3. Objectives of the study
In this study we will explore the relationship between perception, preference and
satisfaction of mobile wallet users. Furthermore, in this study the effects of gender and age
of consumers on their perception, preference and satisfaction with mobile wallets will be
studied. The impact of perception, preference and satisfaction on the usage rate of mobile
wallets will also be studied.
4. Conceptual framework of the study and hypotheses development
The framework of this study is presented in Figure 1. To determine consumers’ perception, we
have considered eight variables by using the integrated UTAUT model (Davis, 1989;
Venkatesh and Davis, 2000; Shin, 2009) which are ease of use, usefulness, social, self-efficacy,
attitude and security, trust and one additional variable hedonism (Wentzel et al., 2013) and














































and satisfaction have an influence on the preferences and the usage rate of mobile wallets.
The model also suggests the influence of gender and age on consumers’ perception,
usage rate, preference and satisfaction ( Jayawardhena et al., 2009; Munnukka, 2007). Based on
all the studies, we focussed on consumers’ perception, satisfaction, preference, usage rate and
relation among them.
4.1 Consumer perception, preference and satisfaction
Rust and Oliver (1994) were keen on measuring consumers’ satisfaction on new technology,
and pointed out that product quality and its convenience decides consumers’ perception,
and influence satisfaction level and preference for any new technology. Various research
studies are available to determine factors like flexibility, effectiveness, ease of use, delights,
social influence, convenience and perks to measure consumers’ perception and awareness
towards new technology (Dabholkar and Bagozzi, 2002; Meuter et al., 2000), but there is still
a need of in-depth research on Indian consumers to identify factors influencing their
perception towards any new technology like mobile wallets. Moreover, there is no research
available to understand the need and perception of North Indian consumers specifically.
Past studies have tried to develop the relationship between consumers’ perception and
satisfaction towards a new technology (Rust and Kannan, 2003). Mansumitrchai (2011)
surveyed Indian consumers, and used factors like ease of use, trust, usefulness to
understand the consumers’ views on the adoption of online banking. Vinayagamoorthy and
Sankar (2012) found security, trust and privacy concern are the most significant factors,
because Indian consumers are still not aware about the importance and consequences of
these factors to adopt any new technology. Amin (2009) found similar results for Malaysian
consumers, and found that security, social identity, are the most influencing variables.
Sun et al. (2013) surveyed online health services and found trust as the most influencing
variable. Several studies confirmed the positive association between consumers’ perception
and satisfaction of any new technology (Agus et al., 2007; Yang and Lee, 2010). These
studies confirmed that ease of use, security, trust and efficacy are the most influencing
variables towards the technology adoption and usage. Low rating of these variables can
lead to low preference and poor satisfaction level in adopting any new mobile technology
(Suls and Wallston, 2008). This implies the influence of perception on the preference and use
of a technology. Our study is an extension of the existing literature for the Indian consumers
and proposes to determine the association of considered variables on mobile wallets usage
































































Thakur (2013) and Singh (2014) have surveyed Indian consumers and found a strong
correlation between the various factors and satisfaction level. Their study was based on the
TAM and factors included were ease of use, convenience, social influence, user-friendly,
security, etc. Our study is influenced with the literature, but it is unique in the sense that it
determines consumers’ views about mobile wallets, and also why they prefer or use it.
We targeted North Indian consumers and their needs to determine the correlation between
their perception including eight variables and how it leads to satisfaction. The mobile
technology is considered to be safe and time saving. Indian consumers prefer doing their
transactions online or through mobile, if it is easy to use and fulfils their needs (Kumar and
Seri, 2014). Consumers prefer a new technology and also share the benefits with their friends
and society, if they are satisfied with the services and perceive it good and effective (Light,
2013). Dahlberg et al. (2008) also identified few preferred transactions of consumers like bill
payment, fund transfer, shopping which are done through the electronic mobile payment
system and found a strong connection between consumers’ satisfaction and preferences.
Dahlberg et al. (2008) also shared that consumers use a new technology repeatedly only if it
help them, derive some benefits and fulfils their needs. Karnouskos and Fokus (2004) have
also discussed some features of the mobile money system in their study, which are preferred
by consumers and provides high satisfaction to them. Our study also included few
transactions like bill payments, shopping, fund transfer, checking account details and its
association with consumers’ satisfaction. We propose our first three hypotheses based on
the available literature and considering North Indian consumers:
H1. There is a significant and a positive relationship between consumers’ perception and
satisfaction of mobile wallet users.
H2. There is a significant and a positive relationship between consumers’ satisfaction
and preference of mobile wallet users.
H3. There is a significant and a positive relationship between consumers’ perception and
preference of mobile wallet users.
4.2 Demographic characteristics and influence on consumers’ perception and adoption
Gender can have significant influence on someone’s perception and attitude
(Venkatesh et al., 2003; Gefen and Straub, 1997). Many researchers considered gender
as a crucial factor and its effect to determine consumers’ intention (Zhang, 2005;
Riquelme and Rios, 2010). Jayawardhena et al. (2009) identified difference in the perception
of males and females in his research, towards any new mobile technology adoption.
He said that males are more inclined on the adoption of mobile technology. But it still
requires further investigation, as we have found few studies having little or no influence of
gender on the acceptance and adoption of new technology (Van Slyke et al., 2010; Hsbollah
and Idris, 2009). Age is also considered as an important variable to study consumers’
perception about any new technology in the literature. Porter and Donthu (2006) and
Munnukka (2007) found in their study that attributes of innovation and adoption of any
technology may get affected by demographic variables like age, education, gender, etc.
The same type of study has been done in Korea ( Jun et al., 2008), USA (Dewan et al., 2009)
and Finland (Laukkanen and Pasanen, 2008) for the adoption of the mobile technology.
Venkatesh et al. (2003) also explained the impact of age and education, as a control
variable in his study, and found the relevance of age on the consumers’ perception and
satisfaction about mobile technology. Laukkanen and Pasanen (2008) found that age and
gender are the two critical variables which influence consumers’ perception for a
technology. They also showed that age of consumers has a positive impact on the














































use new technological innovations. Singh (2014) research was based on mobile wallet
adoption and found that young consumers are more satisfied and have shown greater
interest in mobile wallets. He has shared that these wallets are technology friendly and,
hence, it attracts young consumers to use it for payments and other purposes.
Lu et al. (2003) research also derived the same result and found that consumers’ perception
and satisfaction on the use of any technology is based on four main variables which are
gender, person’s age, volunteer attitude and experience. Very few studies are available to
determine the effect of gender on the mobile-based technology like wallets in the
developing countries, and also limited to only few developed/developing countries.
Therefore, we identified the significant need of conducting a study in a developing
country like India, which is full of diversity in culture, and values, and moreover for the
specific category of consumers like North Indian, who are active, wealthy and interested
for new technology innovations. North India consists more young population and they are
more inclined towards the adoption of any new technology. The study also tried to
investigate the impact of gender and age on the consumers’ perception, satisfaction and
preference of any new technology named as mobile wallets. Based on this, we propose:
H4. There is a significant difference in perception, satisfaction, preference and usage
with respect to gender.
H5. There is a significant difference in perception, satisfaction, preference and usage
with respect to age.
4.3 Mobile wallet usage
People are attracted with hard plastic money. They like the idea of digital wallets but are
very much attached with their leather wallets which they already have. Consumers’ intend
to use these wallets, but actual usage is quite different due to privacy, social and other
behavioural issues. A survey has been done by Yankee group in 2014 and found that almost
67 per cent of consumers are interested to use mobile wallets and switch from traditional
banking channels. But only 16 per cent consumers actually used their digital wallets to do
real transactions in the last one year, and 73 per cent of this group have done less than five
transactions in a month through mobile wallets. PWC presented a report in 2013 on the
same issue and determined that consumers are still concern with the security and privacy of
mobile wallets or digital wallets, and not using it in reality (Reibstein, 2014). Consumers
prefer to use it just to check balances, availing loyalty points and discount coupons but,
where ever real money is involved, they are skeptical about the technology. Mobile wallets
adoption is still in nascent stage in various developed and developing countries. Individuals
like the concept but still worried to accept it and adopt it for their payments. The m-payment
technology needs large-scale attention from firms, youths, government and researchers to
enhance consumers’ awareness and increase the use of the m-payment system in developing
countries like India (Bouwman et al., 2012). At present, in India, mobile payment systems
possess very small share in the whole digital payment industry. Although, with the
increased use of internet and mobiles, mobile payments are all set to observe significant
growth in coming years, and achieving compounded annual growth rate CAGR of
68 per cent every year (Singh, 2016). Trends confirmed that once they start using it, they
continue using it everywhere they can because of the greater convenience (Niggulis, 2016).
These growth trends will really enhance consumers’ experience. The questions like, will
the consumers’ continue to prefer mobile wallets in future, will they be loyal in choosing the
m-payment technology without any offers and discounts, are challenging the marketing
strategies of firms. Researchers must perform an in-depth analysis to find out the
relationship between consumers’ perception and satisfaction on the adoption/usage of
















































very promising in the developing countries like India, and there is an urgent need to
research this gap and evaluate consumers’ perspective to identify factors that lead to the
adoption and use of mobile wallets. Hodiwalla et al., (2016) suggested that mobile wallet
acceptance can be enhanced, not just by providing a mobile wallet to the consumers but
consumers must own it, experience it, sustain it and use it on daily basis for all transactions.
Every individual must have wallets, to perform all his banking transactions, firms must
review mobile wallet services and provide more options to the consumers. This will develop
a positive image in the mind of consumers about m-wallets, and they will feel more satisfied.
Consumers will also increase the use of mobile wallets and the number of transactions done
through mobile wallets. In this study, we have determined the effect of consumers’
perception and satisfaction on the usage rate of mobile wallets. RBI published a report on
mobile wallets and its adoption and actual usage trends from 2012 to 2016 in India. Data
have shown a 500 per cent increase in the value of transactions in the mentioned years, and
also witnessed double growth in the number of transactions through mobile wallets
( Jain, 2016). Varghese (2012) surveyed Indian consumers and found that individuals are
spending more times on apps, because they have started trusting these apps in last few years
and also found it convenient and user-friendly for all their banking needs. Reports also
confirmed that 58 per cent increase in the actual adoption of mobile wallets not only in urban
cities, but also in rural India. In total, 50 per cent of North Indian consumers are young, and
they are more attracted towards the use of M-wallets, and doing most of their transactions
from wallets. This derives a strong association between consumers’ intention and the actual
usage of mobile wallets in India. To prove this, we formulate our last hypothesis:
H6. Consumers’ perception (a), satisfaction (b) and preference (c) affect the usage rate of
mobile wallet.
5. Research design
5.1 Data collection and sample characteristics
Final survey data were collected through web-based, and manual survey of North Indian
consumers. In total, 250 questionnaires were distributed to the mobile users of North India,
and 204 responses of mobile wallet users were selected as a sample for the present research
work. The rest 46 were excluded because of the incomplete questionnaire. The present
analysis is based on four dimensions, i.e., perception, preference and satisfaction of
consumers for mobile wallet, and on the usage rate. The respondents’ average age is
between 20 and 60 years and maximum respondents belongs to 20-30 age bracket
(65 per cent), 57 per cent are male respondents in the sample and rest are females.
The monthly income of the respondents was on a higher side. In total, 68 per cent of
respondents have monthly income of more than 50,000. Most of the respondents are
working in the service sector (74 per cent).
5.2 Questionnaire design and methodology
Questionnaire is divided into three parts. Part I includes their demographic variables. Part II
enquired about their awareness and the usage rate of mobile wallets. This part also found
their preferred mobile wallet transactions based on their usage rate. Part III is more about
understanding their opinions about mobile wallet features and determining the satisfaction
level on the existing usage of mobile wallet services. The data were collected with several
separate questions on variables like perception, preference, usage rate and satisfaction.
We circulated the survey questionnaire to 250 North Indians. Various standardized scales
were used for the present study. Statistical techniques like descriptive statistics, analysis of
variance and regression analysis were used to assess the data. Regression analysis is done














































perception, preference and satisfaction. This method help us to know how the value of
dependent variable changes with any one of the independent variable, keeping other
variables constant. ANOVA is used to find out the relationship between three or more
unrelated groups. We used ANOVA to test the association between gender and usage
frequency with three important variables, perception, preference and satisfaction.
5.3 Measurement scales
All the measurement scales considered in the conceptual framework are adapted from the
literature review, and modified in phrasing and look, for the present study. We have
included three scales, perception scale with the reliability of 0.95; preference scale with the
reliability of 0.87 and satisfaction scale with the reliability of 0.91. All the measurement
scales are described in Table AI.
6. Data analysis and results
To test the conceptual model, we first tried to find out the relationship between our three scales,
perception, preference and satisfaction by using correlation. Then, to analyse the impact of
gender and age on various study variables, t-test and ANOVA were used. Later, we tried to
find out the relationship between usage and scales considered for the mobile wallet study.
Finally, we tried to find out the relationship between perception dimensions and other scale
variables preference, satisfaction and usage rate of mobile wallets in North India (Figure 2).
6.1 Consumer perception, preference and satisfaction
As seen in Table I, the instruments used in this study were reliable, with coefficients ranging










Variables No. of items Mean SD Perception Satisfaction Preference
Perception 36 123.77 25.56 0.95
Satisfaction 7 25.20 6.38 0.87** 0.91
Preference 10 30.05 8.87 0.66** 0.66** 0.87




















































positive correlation of (n¼ 204) between consumers’ perception and satisfaction, r¼ 0.87,
po0.01, proving our first hypothesis; also, a positive correlation between consumers’
preference and satisfaction, r¼ 0.66, po0.01 (Dahlberg et al., 2008), proving our second
hypothesis. Similar type of study has been done by Thakur (2013) and Singh (2014) for Indian
consumers and found a strong correlation between consumers’ perception, satisfaction and
adoption of a new technology. Table I also shows a positive correlation between consumers’
perception and preference, r¼ 0.66, po0.01 (Suls and Wallston, 2008), which proves our third
hypotheses of the study. Our result is well supported by the study done by Kumar and Seri
(2014), who found that if the consumers perceive a technology easy and convenient, they prefer
it more for their banking services.
To further confirm and support our results, linear regression is also used to determine
the association between the study variables. As observed from Table II, perception and
satisfaction were positively and significantly related to preference. Change of 47 per cent in
preference (dependent variable) amongst mobile wallet users is due to the amalgamation of
perception and satisfaction (independent variables), thus strengthening the second and third
hypotheses of the study.
6.2 Demographics and consumers’ perception and adoption
Lu et al. (2005) identified gender and age as two of the most significant variables to test the
consumers’ perception on any new technology. Various other studies have been done to
understand the significant difference amongst males and females with respect to perception
and satisfaction ( Jun et al., 2008; Dewan et al., 2009; Singh, 2014). As observed from
Table III, there is no significant difference found amongst males and females with respect to
study variables perception, preference and satisfaction, which means different gender
groups have similar views about mobile wallet usage. Van Slyke et al. (2010) found the same
result in his research. From Table IV, it can be concluded that the contribution of age is
significant with respect to preference, satisfaction and perception, which states that there







Notes: n¼ 204. ** po0.01
Table II.
Linear regression for a
single set of predictors
Variables Gender n F t-value Sig.
Perception Male 116 1.55 0.378 0.71
Female 88
Satisfaction Male 116 3.96 −0.152 0.88
Female 88




















































is a significant difference amongst preference, satisfaction and perception with respect to
age (Munnukka (2007); and Singh (2014) found in their study that youngs’ are more tech-
savvy and always excited to use a new technology. Laukkanen and Pasanen (2008) included
age as an important variable to test the technology usage of consumers. We further examine
the effect of demographic variables on the usage rate of mobile wallet. As observed from
Table V, there is a significant difference in the usage rate of males and females in
North India ( Jayawardhena et al., 2009) but age have no impact on the usage rate. Hence, the
fourth and fifth hypotheses of the study are partially proved.
6.3 Study variables and mobile wallet usage
With reference to the sixth and the last hypothesis that states that perception, satisfaction
and preference affects the consumers’ usage. It can be observed in Table VI, that satisfaction
and perception effects consumers’ usage, which implies, if I am satisfied, I will increase
the use of wallets (Niggulis, 2016). We also found a significant impact of preference on the
usage, which means type of transactions, consumers’ prefer may lead to the higher usage of
mobile wallet in North India. Hence, our sixth hypothesis is proved. Hodiwalla et al., (2016)
suggested that mobile wallets providers must try to motivate their clients to prefer the app
for all their banking needs to enhance the usage rate.
Variable Sum of squares df Mean square F-value Sig.
Preference
Between groups 2,336.563 3 778.854 11.404 0.000
Within groups 13,658.731 200 68.294
Total 15,995.294 203
Satisfaction
Between groups 1,036.384 3 345.461 9.529 0.000
Within groups 7,250.969 200 36.255
Total 8,287.353 203
Perception
Between groups 13,850.307 3 4,616.769 7.772 0.000








Several times in a week Everyday Total
Gender
Male 19 19 38 Pearson χ2 8.433
Female 11 4 15 df 1
Total 30 23 53 Asymp. sig. (2-sided) 0.015**
Age
20-30 20 17 37 Pearson χ2 3.038
31-40 3 6 9 df 1






















































6.4 Relationship of preference, satisfaction and usage with the dimensions of perception
To further test the model and determine the influence of perception’ dimensions on
preference, satisfaction and usage level, we have used linear regression analysis (Table VII).
It is notable that all the eight items have significant impact on the satisfaction level of the
consumers. This means these variables have been found relevant to measure consumers’
satisfaction. Our result is supporting the findings of the previous literature (Dahlberg et al.,
2008). With reference to the preference level of consumers, ease of use, trust, social norms,
attitude and security are the most important factors. These variables have significant
impact on the preference level, which means, if app is easy to use, secured and trustworthy,
North Indian consumers prefer to use it more for all their banking needs. Shin (2007)
confirmed the impact of social norms and attitude on the preference level.
We also regressed these variables with the usage rate in North India. Result have shown
that usefulness, self-efficacy, social norms and hedonism are the most effective variables to
determine the usage rate. This implies that if wallets are user friendly and attractive,
consumers’ usage rate increases (Bouwman et al., 2012; Dahlberg et al., 2008).
7. Discussion and conclusion
Consumers’ awareness about technology advancement is growing rapidly, and their
changing perception is leading to an increased usage of mobile wallets in India. Consumers’
demand has increased with technology advancements. Therefore, banks and technology
Variable Sum of squares df Mean square F-value Sig.
Preference
Between groups 424.001 4 106.000 1.355 0.000
Within groups 15,571.293 200 78.248
Total 15,995.294 203
Satisfaction
Between groups 830.453 3 207.613 5.541 0.000
Within groups 7,456.900 200 37.472
Total 8,287.353 203
Perception
Between groups 11,282.722 3 2,820.681 4.625 0.000







Satisfaction (adj. R2) Preference (adj. R2) Usage (adj. R2)
Ease of use 0.611* 0.290* −0.020
Usefulness 0.767* 0.290 0.209*
Self-efficacy 0.804* 0.287 0.671*
Trust 0.876* 0.450* 0.672
Social 0.888* 0.619* 0.741*
Hedonism 0.927* 0.617 0.875*
Attitude 0.971* 0.661* 0.877
Security 0.991* 0.687* 0.880



















































companies must evaluate features of mobile wallets from the consumers’ point of view
(Dahlberg et al., 2008). This study is based on the integrated UTAUT model (Shin, 2009) to
examine consumers’ perception, preference, satisfaction level and actual usage of mobile
wallets in North India. We have added one additional variable, hedonism, to evaluate
consumers’ perception on mobile wallet usage (Wentzel et al., 2013). Demographic variables,
like age and gender, are also tested on perception, satisfaction and mobile wallet usage.
Our results are consistent with prior research, as it shows a positive correlation between
consumers’ perception and satisfaction. All the eight variables are found to be significant.
The current study confirms the importance of consumers’ perception on satisfaction.
Consumers’ perception played a significant role in determining consumers’ satisfaction with
respect to any new technology (Rowland and Shrauger, 2013). The scholars have discussed
that mobile wallets have been created to enhance consumers’ overall experiences,
thus leading to satisfaction.
The current study tries to develop an empirical model to find out consumers’ behaviour
on mobile wallet usage based on their perception, preference and satisfaction. In this study,
we found that there is a significant positive correlation between preference and satisfaction.
This means if consumers are satisfied with the benefits of mobile wallet, they prefer using
all its services, and increase their usage with time. This finding is aligned with the lifestyle
of Indian consumers, as they prefer wallets and online transactions more than traditional
banking, because they find it convenient and are satisfied with speed and ease (Varghese,
2012). Light (2013), Clark (2005), and Kumar and Seri (2014) analysed the preferences of
consumers in terms of various transactions and found out that satisfaction leads to greater
preference of mobile wallets. Karnouskos and Fokus (2004) argued that the mobile money
system provides the financial services at a comparatively lower cost. This leads to
satisfaction for consumers, which motivates them to use mobile wallets for all their financial
transactions. Technology such as mobile wallets are providing them all the services within
their reach and accessibility anytime. This changes consumer’s perception about the mobile
technology, and also encourages them to use the mobile technology for their bill payments,
fund transfer, shopping, etc.
This study shed light on the dimensions of perception and preference. The results shows
a positive impact of consumers’ perception on their preference. Ease of use, trust, social
norms, attitude and security are found to be the most influencing variables to determine the
preference level. This is the unique contribution of this study, as very limited discussion is
available in the literature to find out the factors effecting mobile wallet preference.
This statement is truly applicable for North Indian consumers. If they perceive wallets to be
user-friendly, secure, convenient and trustworthy, they prefer using it for all their banking
transactions like fund transfer, bill payment, shopping, etc. (Bureau, 2016). Dahlberg et al.
(2008) also suggests that users prefer mobile wallet for all their banking needs if they accept
it positively. Distinctive analysis is also done to determine factors, affecting usage level of
consumers and it has been found that usefulness, self-efficacy, social norms and
hedonism to be the most important variables (Bouwman et al., 2012; Dahlberg et al., 2008).
North Indian consumers confirm that their usage rate increased because the app is very
efficient and convenient. The new variable hedonism (Wentzel et al., 2013) had significant
effect on consumers’ satisfaction and mobile wallet usage rate in North India.
Based on the results from the current study, age is considered as a significant factor to
change consumers’ intention and usage of any new technology. This is well supported by
the study of Wessels and Drennan (2010), which found that age was the most influencing
variable on consumers’ perception. Our study determined a strong relationship between age
and perception and satisfaction level of North Indian consumers. Young consumers are
more inclined towards mobile wallets and their satisfaction level is also high as compared to
















































innovations and other online transactions (Varghese, 2012). Sraeel (2006) claimed that
younger population between the age of 25 and 34 are more interested in mobile technology
usage, new innovations and use of mobile services. They prefer shopping, recharge,
transferring money, etc., through mobile wallets because it is time saving, cheap and
compatible with their lifestyle (Bigne et al., 2005; Laukkanen and Pasanen, 2008). Further, to
analyse the impact of age on mobile wallet preference, our study supported the work of
Singh (2014), who did a survey on US consumers on mobile wallet adoption, and found that
young population are more satisfied and have shown more interest in mobile wallets.
If consumers are satisfied and have positive attitude towards any new technology, they
prefer to use it repeatedly.
Another important variable considered for the study was gender. Various studies have
been done in the past to determine the impact of gender on consumers’ intention and
preference. Gender is considered as the most important variable impacting consumers’
intention and perception (Riquelme and Rios, 2010; Singh, 2014). However, a few studies also
suggested that there is no effect of gender (Shin, 2009; Hsbollah and Idris, 2009). Our study
supported the existing literature (Li et al., 2014) and found that there is a gender difference in
terms of perception, satisfaction and preference in North India. Gender also had a significant
impact on the usage rate of mobile wallet. Riquelme and Rios (2010) determined the
moderating impact of gender on the consumers’ intention and found that females are using
mobile money services more, they are more inclined towards savings and prefer convenient
and affordable services. This motivates them to use mobile money services. Porter and
Donthu (2006) and Munnukka (2007) found a strong impact of gender on the technology
usage rate. Our study supports similar perception of gender difference on mobile wallet;
however, our study is unique as it distinguishes the usage rate of male and female
consumers in North India. The study also confirmed that North Indian males use mobile
wallets more than females, for all their banking needs. Males use more service options
available in mobile wallet than females.
The present study also aims to determine the impact of consumers’ perception,
satisfaction and preference on the usage rate of mobile wallets. Thakur (2013) determined
the relation between consumers’ intention and the actual usage rate of mobile technology.
He found that usage behaviour is dependent on consumers’ perception and satisfaction level
for any new technology. Result found a significant relationship between perception,
satisfaction and usage rate of mobile wallet technology, which simply means, if consumers
are satisfied, their usage rate increases with time. Hodiwalla et al., (2016) explained
consumers’ experience about any new technology and determined the positive relationship
between preference and the usage rate of any new technology.
This study is unique in determining the impact of consumers’ preference on the usage of
mobile wallets in North India. Few studies tried to determine factors affecting the usage rate
of any new technology (Niggulis, 2016), but any study on the effect of preference on the
usage of mobile wallet is not available in the literature. This study explains that if
consumers prefer doing transactions like payment, account details, recharge, through wallet
and satisfied with the services, their usage increases with time. The current study tries to
empirically evaluate the model presented, which is an extension of the UTAUT model based
on the characteristics of North Indian consumers. This study will help industry and
educators to understand users’ behaviour and significant factors influencing their mobile
wallet acceptance.
8. Implications and limitations
This study contributes several implications for researchers and the mobile payment
industry in India. Our conceptual model explains the relationship between consumers’














































Empirical results explain the significance of the proposed model and its effectiveness to
understand the behaviour of North Indian consumers.
The first contribution of this study is that it shows a strong correlation between
consumers’ perception, preferences and satisfaction. Various studies are available to
understand the impact of perception on satisfaction (Samudra and Phadtare, 2012; Venkatesh
and Davis, 2000, Thakur, 2013), but very few studies have integrated it with preference and
mobile wallet usage. Moreover, no study is available on these variables for North Indian
consumers specifically. This study is unique in the sense that it discusses the association of
consumers’ perception with type of transactions they prefer to do in M-wallets. Dahlberg et al.
(2008) discussed the importance of consumers’ preference on mobile payment, but neglected
the association with perception. This paper also identifies one more crucial factor, hedonism,
which is not discussed extensively in the literature. Although, few researchers tried to
determine the impact of hedonism (Riquelme and Rios, 2010; Wentzel et al., 2013; Singh, 2014)
on consumers’ satisfaction but integration of these variables with consumers’ preference and
usage is still not discussed carefully in past studies. Hedonism is considered one of the crucial
factor to determine consumers’ satisfaction and usage in North India.
This study also contributes to the existing literature on the demographic variables and
their association with consumers’ behaviour by confirming that age can influence the
perception and preference of consumers resulting to satisfaction of mobile wallets.
This study not only measures behavioural intention of consumers, but also determines the
actual usage percentage based on type of transactions. Our study shows a unique
relationship between age and mobile wallet preferences of consumers. This means different
age groups prefer different services of mobile wallets based on their perception. Another
contribution of this study is to determine the effect of gender on consumers’ preferred
services like account statement, money transfer, payments, recharge, etc. These variables
are not taken into account in the best of the knowledge.
The present study has several implications to the mobile technology industry and banking
system to identify new strategies for mobile wallet usage. Factors like security, convenience
and trust influence consumers’ intention. This indicates that industries and banks must verify
users’ privacy norms and evaluate social trends to enhance user’s satisfaction and usage rate.
Hedonism is determined as one of the significant variable to measure consumers’ satisfaction
and usage tendency. Mobile technology providers should work on the appearances and design
of the apps, and promote its convenience and benefits to increase its usage in North India.
Based on the findings of this study, companies can also evaluate preferred wallet services for
consumers, and factors affecting those services. This will help them to add more attractive
services based on consumers’ feedback, and remove unwanted services.
In summary, we can say that this study offers valuable insights about behavioural
intentions of consumers on mobile wallet usage, and determines crucial factors affecting
satisfaction and adoption of mobile wallets. Banks must increase awareness among
consumers about mobile wallets advantages like time saving, security, self-efficacy,
pleasure, etc. Marketers should take advantage of the features of M-wallets in promoting
digital payment systems in India.
8.1 Limitations and direction for future research
As with all research works, this study also has few limitations. The first limitation is that
this study is based on consumers’ perception about mobile wallet services, it is difficult to
use the results of this study for other mobile technologies. It may be possible that other
advanced apps with different technology might have produced new results with respect to
consumers’ perception and satisfaction level. This study also determines respondent’s
perception, satisfaction level and preference at a single point of time. Longitudinal study can
















































cities of India. The number of mobile wallet users is increasing significantly in India
(Bureau, 2016), findings of 204 sample size may not represent behavioural intentions of total
population towards mobile wallets. In this study, majority of the respondents are young and
male, the study does not reflect the complete view of the Indian population.
Future findings can be determined with a sample of large number of users. Results have
shown a positive correlation between perception, preference and mobile wallet usage of the
sample. More extensive research can be done to determine the changes in preference and
usage rate, if companies design their app based on the consumers’ feedback. Future studies
can be done to find out the features of ideal digital wallet and its impact on consumers’
usage rate. Although this study has analysed the impact of age and gender on consumers’
perceptions, but different demographics factors may provide different results; hence, future
studies may focus on other demographic factors like occupation, education, etc., on
consumers’ perception and preferences on mobile wallets. Also, in this study sample was
drawn from North India, therefore the results may not be appropriate to other developing
countries. Future studies may focus on comparing sample of different countries based on
consumers’ perception on the adoption of mobile wallets.
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Construct and items Sources
Perception scale: please tick the one response for each question which comes closest to your opinion (1¼ strongly
disagree, 5¼ strongly agree)
Ease of use
Mobile wallet services are easy to understand
After using mobile wallet, banking become easier to me
Mobile wallet helps me to do things better and effectively
Mobile wallet is not faster than traditional banking
Mobile wallet is user-friendly and easy to use
Davis (1989), Illia et al. (2015),
Riquelme and
Rios (2010), and Mathew et al. (2014)
Usefulness
All services are useful to me
Services are beneficial for me
All products are really attractive
I would be able to do use all banking products which I haven’t used yet
Samudra and Phadtare (2012),
Mathew et al. (2014)
Trust
My money is secured in mobile wallet
I trust this app because my closed ones trust it
Mobile wallet is available in my language
I can’t depend on mobile wallet for my financial transactions
Mobile wallet is cheap to use
Bott and Milkau (2014)
Hedonism
Banking is fun in mobile wallet
App of mobile wallet is very attractive and explanatory
I feel very comfortable in using mobile wallet
All the services are as good as normal banking
Riquelme and Rios (2010),
Wentzel et al. (2013)
Social
I will use it because it is referred by my family
I will use it because my friends use it
I will use it because most of the people in society use it
Venkatesh et al. (2003), Rao and
Troshani (2007)
Self-efficacy
I am familiar with the technology used in mobile wallet
I am not confident in using mobile wallet
I am familiar with the functioning of the mobile wallet
I am able to do all the transactions by using one app
Dewan et al. (2009)
Attitude
Mobile wallet is a very good app
Mobile wallet is not better than normal banking channel
Mobile wallet doesn’t provides all services under one app
Mobile wallet services is very fast and reliable
It is in the trend and we should follow the trend
Venkatesh and Davis (2000), Davis (1989)
Security
App is not secure from virus
My personal and bank details are secured in mobile wallet
My ID and password is not visible to anyone
It is accessible from anywhere and safe to use
I believe my personal information is stored in a secure
and encrypted database
I believe my personal information is not being exposed to
unauthorised third party
Rao and Troshani (2007), Singh (2011),
Dahlberg et al. (2008), Mathew et al. (2014)
Preference scale: what type of transaction you prefer through mobile wallet? Kindly rank them as per your preference
(1¼ least preferred, 5¼ most preferred)
Items: pay utility bills (electricity, telephone), fund transfer, mobile
recharge, gifts, shopping offers, metro card recharge, donations, etc.
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Construct and items Sources
Satisfaction scale: please tick the one response for each question which comes closest to your opinion (1¼ strongly
disagree, 5¼ strongly agree)
I am satisfied with M-wallet services of my Bank
Using M-wallet gives me satisfaction
I am satisfied with the fees charged in M-wallet services
M-wallet is very reliable in current scenario
I am satisfied with the security of my money in M-wallet
Confidentiality of my personal details makes me satisfied with M-wallet
I can transfer money to anyone in need anytime, which makes me
satisfied
Faulkner (2000), Koivisto (2008)
Usage: how often do you use mobile wallet services? (Tick one)
Items: everyday, several times in a day, several times in a week, several
times in a month, never, etc
Bouwman et al. (2012)
Demographics
Gender: please indicate your gender
Age: please indicate your age
Income: your monthly income (1¼ 10,000 or less, 6¼ more than 501, 000
Occupation: your occupation (1¼ service-government/public sector,
6¼ others, etc.)
Jayawardhena et al. (2009), Porter and
Donthu (2006) and Munnukka (2007),
Singh (2014)
Table AI.
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The aim of this study is to identify Turkish consumers’ online repurchase intention with a specific focus on the 
influence of e-satisfaction, e-trust and e-loyalty. As there are limited studies that explain online repurchase 
intention in developing countries, this study conducted in Turkey. An empirical study has been conducted using a 
questionnaire survey and a total of 389 respondents are used to test the proposed model. The results reveal that e-
satisfaction, e-rust and e-loyalty have positive influences on intentions to repurchase in online stores. In addition, 
it was found that trust in an online store is the key determinant of online repurchase intention followed by satisfied 
digital customers and e-loyalty. The implications of findings are exhaustively discussed in the study.      
 




The Internet has made a strong impression on marketing and created a new form of retail transaction called online 
shopping. According to the reports by eMarketer, Goldman Sachs and Interactive Media in Retail Group, B2C 
commerce sales in 2012 grew 21.1% to top $1 trillion for the first time (Fredriksson, 2013) and sales are 
estimated to grow about $1.47 trillion in 2014. In 2016, global B2C e-commerce sales are expected to reach 1.92 
trillion U.S. dollars (Statista, 2015). In Turkey, Internet retailing is reached a market value of $7.4 billion in 2013, 
according to global market research company Deloitte (Deloitte, 2014) and online retail in Turkey is expected to 
see an annual growth of 15.8 per cent in constant value terms by 2017 according to global market research 
company Euromonitor International. There are currently around 40 million Internet users in Turkey (53% of the 
population), which in the European ranking of countries with the highest number of internet users puts Turkey in 
5th place, just after Germany, Russia, the UK and France. Half of the population is under 30 years old and 
actively use social networks (Turkey has close to 33 million Facebook users, ranking six in the world). That, 
along with an enthusiastic fervor for business enterprise, makes Turkey the ideal country to promote e-commerce 
(Ecommerce Europe, 2013).  
 
Thanks to advances in information technologies, online shopping offers several surpassing advantages to 
customers, such as wide international reach, low costs, plenty of available product information, greater flexibility 
and convenience (Eroglu et al., 2001; Srinivasan et al., 2002; Wen et al., 2011). On the other hand, interaction 
between customer and seller in online shopping takes place in environment of uncertainty. Privacy of personal 
information, uncertainty about fulfillment and products served by internet marketers are certain risks about online 
shopping. Therefore, online shopping is still perceived more risky than traditional face-to-face shopping (Pavlou, 
2003; Soopramanien, 2011).  
 
One of effective ways to convert website visitors into customers is to minimize these risks. Given that customer 
behavior in online shopping differ from traditional consumer behavior, understanding online consumer behavior 
has become more complex due to increasing competition and rapid changes in online environment. Web retailers 
need to understand the determinants of customers’ online purchase and repurchase intentions in order to rise to the 
challenge. While prior studies related with online repurchase intention are widespread in the literature, studies that 
explain the relations among customer trust, customer loyalty and customer satisfaction and the multiple effects of 
these factors on online repurchase intention are scarce and findings of these studies are inconsistent.  
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On this basis, this study intended to fill this gap by proposing and testing theoretical models incorporating 
relations among customer trust, customer loyalty, and customer satisfaction and online repurchase intention 
(ORPI).  
 
The purpose of this study is to identify the factors that impact online repurchase intention in Turkish consumers’ 
context. The paper is organized as follows. Section one presents the theoretical review of study field and 
hypothesis developed. In section two, research methodology, proposed models and survey instruments are 
explained. The subsequent section deals with the results of empirical study. Last section covers conclusions, 
managerial implications, limitations and suggestions for future research. 
 
1. Theoretical Background and Hypothesis 
 
1.1 E-trust and Online Repurchase Intention 
 
In their early article, Jarvenpaa and Tractinsky (1999) define trust in online shopping as “a consumer’s 
willingness to rely on the seller and take action in circumstances where such action makes the customer 
vulnerable to the seller”. Similarly, Kimery and McCord (2002) determine e-trust in an e-retailer as customers’ 
willingness to accept vulnerability in an online transaction based on their positive expectations regarding future 
behavior. Lee and Turban (2001) asserts that lack of trust is an important cause for customers not to intend to shop 
from online stores. Reluctance to shop online may arises from uncertainties about fulfillment or perceived risk 
about payments and security of personal information. Trust in the website is a way to reducing customer 
uncertainty (Reichheld and Schefter, 2000), complexity (Grabner-Kraeuter, 2002) and has negatively influences 
the perceived risk about buying something on the internet (Heijden et al., 2003). Shin et al. (2013) conclude that 
customer trust is taken into account as one of most significant priority for successful e-commerce.  
 
In online marketing literature, relationship between e-trust and the customer ORPI has been discussed for years. 
According to the extant literature, customer e-trust has direct and indirect impacts on ORPI. Several authors 
suggest that e-trust precedes online purchase intention (Ling et al., 2010; Kim et al., 2009). Gefen (2000) found 
that customer e-trust has a positive impact on online purchase decision. Weisberg et al. (2011) suggested that 
customers showed higher intention to purchase online in the future when they had higher trust in the website. 
Moreover, the higher degrees of customers’ e-trust provide positive advice to prospective customers and trusting 
customer will get ready to buy from website (Mukherjee and Nath, 2007). This means that e-trust is the basis of 
long-term relationship between customers and companies and a higher level of trust will increase consumers’ 
online repurchase decision and ORPI (Elliot and Speck, 2005; Kim et al., 2010; Fang et al. 2014). Based on these 
finding, following hypothesis is proposed:  
 
H1: E-trust has a positive influence on ORPI.  
 
When relationship among trust, satisfaction and loyalty has discussed in utter detail through the literature, 
contradictory results have attained. For example, as noted by Polites et al. (2012) “several studies based on social 
exchange theory indicate that a consumer’s trust evaluation prior to an exchange episode (such as making a 
purchase on a website) will directly influence her/his post-purchase satisfaction”. Studies conducted by Kim 
(2012) and Harris and Goode (2004) confirmed that e-trust positively affects e-satisfaction. On the contrary, some 
authors claim that e- trust can be placed through the e-satisfaction (Flavián et al., 2006; Khalifa and Liu, 2007, 
Rose, et al., 2012). Besides, in the recent studies, e-trust was supported as an antecedent of e-loyalty (Ribbink et 
al., 2004; Horppu et al., 2008). Therefore, the following hypotheses are also proposed:  
 
H2: E-trust has a positive influence on e-loyalty. 
H3: E-satisfaction has a positive influence on e-trust. 
 
1.2 Customer Satisfaction and Online Repurchase Intention  
 
Flavián et al (2006) defined e-satisfaction as “an affective consumer condition towards the web site that results 
from an evaluation of all the aspects that make up the consumer relationship” In the recent studies, there is a wide 
range of acclaim that e-satisfaction provides higher e-loyalty. For example Anderson and Srinivasan (2003) 
discovered a positive relationship between customer satisfaction and loyalty. Lin and Lekhawipat (2014) 
demonstrated that customers that satisfied have been more expected to repurchase in the future than unsatisfied 
customers.  
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Likewise, Ha et al. (2010) revealed a positive effect of e-satisfaction on ORPI and the mediation effect of trust 
that enhance the effect of e-satisfaction on ORPI. Therefore, with respect to the effects of e-satisfaction, it can be 
expected that:  
 
H4: E-satisfaction has a positive influence on e-loyalty. 
H5: E-satisfaction has a positive influence on ORPI. 
 
1.3 Customer Loyalty and Online Repurchase Intention 
 
Brand loyalty is defined as “a favorable attitude toward a brand resulting in consistent purchase of the brand over 
time” (Assael, 1992, p. 87) and e-loyalty as “a customer’s favorable attitude toward the e-retailer that results in 
repeat buying behavior” (Srinivasan et al., 2002, p.42). Prior studies such as Rai and Medha (2013), Valvi and 
West (2013) and Chou et al. (2015) posit that e-satisfaction and e-trust are two key factors of e-loyalty. A review 
of the loyalty literature indicates that, customer loyalty and ORPI is positively related. For example, Wang et al. 
(2006) concluded that website loyalty is a predictor for ORPI. Hong and Cho (2011) reported similar and 
extended results, concluding that making efforts to build e-loyalty by increasing trust and customer satisfaction is 
the way to rise intending to buy in online shopping. Thus, it can be hypothesized that: 
 
H6: E-loyalty has a positive influence on ORPI. 
 
The conceptual model of the research and hypotheses developed in accordance with the relevant literature are 
shown in Fig 1.  
 













2. Research Methodology 
 
The research steps used in this study consist of developing measures, pre-test, reliability and validity checks, 




Measurement items were adopted and adapted from the prior studies and a questionnaire that includes those items 
was developed. For the measurement of e-satisfaction, e-trust and ORPI, three questionnaire items were used. 
Five items were used to measure the e-loyalty. This study measured responses to the items on a five-point Likert 
scale from 1 (strongly disagree) to 5 (strongly agree). A pilot test was conducted to 50 e-shoppers. Items used in 
this study are shown in Table 1 with references. The questionnaire also asked about the e-shoppers’ demographic 
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Table 1: Measurement Items 
 
Measure Items References 
E-satisfaction I am satisfied with my decision to purchase from this site Anderson and 
Srinivasan 
(2003) 
My choice to purchase from this site was a wise one 
I am happy I made my purchase at this web site 
E-loyalty I encourage friends and relatives to do business with the web site Zeithaml et al. 
(1996) I say positive things about the web site to other people 
I will do more business with the web site in the next few years 
I would recommend the web site to someone who seeks my advice 
I consider this web site to be my first choice to buy the kind of product 
I most recently purchased online 
E-trust I felt trust in the purchasing process Gefen (2000) 
I felt trust when providing personal details 




I will make purchase again on the website  Zhou et al., 
(2009), Kim et 
al., (2012) 
I will visit the website again in the future 
I intend to recommend the Internet shopping site that I regularly use to 
people around me 
 
2.2 Sampling Technique and Survey Procedure 
 
The respondents were selected depending on whether they have shopped online at least once in last three months. 
That procedure was used to ensure that the respondents are actual e-shoppers and have sufficient experience and a 
good perspective on purchasing online. Survey was conducted both online and offline in Turkey to maximize 
response rate over 5 weeks. A total of 1000 surveys were distributed, of which 422 were received, with 42.2 % 
response rate. 33 surveys were not used because of missing values. In total 389 cases employed in empirical 
analysis. According to Hair et al. (1998), the minimum sample size should be 200. As such, the current sample 
size is sufficient for SEM analysis.  
 
3. Data analysis and results 
 
3.1 Demographics of the respondents 
 
The characteristics of respondents indicate that the frequency of gender is almost the same (48.1% female, 51.9% 
male) and 61% of respondents were ranged in age from 21 to 30. 88% of the respondents were college-educated 
and above. As mentioned previously, all respondents were active e-shoppers. 60.2% of e-shoppers made between 
2 to 5 purchases in last three months and the others made more than five in last three months. All participants 
have at least twenty online purchase experiences while 34.9% have more than fifty. Further, 75.1% used the 
Internet for more than 20 hours per week and approximately three-quarters (73.5%) of the e-shoppers spend 
average $50 on online shopping in a month.   
 
3.2 Validity and Reliability 
 
The reliability of the research variables was measured with Cronbach’s alpha coefficient and composite reliability 
(CR) values. Table 2 shows the basic statistics of all constructs. As shown in Table 2, all the values of CR and 
Cronbach’s Alpha ranged from 0.785 to 0.909, exceeding the recommended value 0.70. The results show that all 
items were deemed reliable. Moreover, in the confirmatory factor analysis, as suggested by Fornell and Larcker 
(1981), the significance of all the factor loadings were checked and then the values of average variance extracted 
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Table 2 AVE, CR, CA, item mean, standard deviation and factor loading values of the variables. 
 
 AVE CR α Item Item mean Standard deviation Factor loading 
E-satisfaction 0.549 0.785 0.884 ES1 3.69 0.99 0.74 
ES2 3.63 0.99 0.76 
ES3 3.54 1.01 0.73 
E-trust 0.646 0.845 0.836 ET1 3.45 0.98 0.79 
ET2 3.65 0.97 0.74 
ET3 3.21 1.07 0.88 
E-loyalty 0.653 0.903 0.807 EL1 3.40 1.06 0.88 
EL2 3.52 0.98 0.70 
EL3 3.41 1.02 0.89 
   EL4 3.61 1.01 0.73 
   EL5 3.32 1.01 0.82 
ORPI 0.606 0.821 0.876 OPI1 3.60 1.01 0.79 
OPI2 3.77 0.95 0.82 
OPI3 3.73 1.04 0.72 
 AVE: Average variance extracted; CR: Composite reliability; α: Cronbach’s alpha. 
 
In addition, to control the discriminant validity, the square root of AVE values must be higher than the correlation 
between constructs (Fornell and Larcker 1981). For each construct, the squares of the correlation between latent 
variables (common variance) were found to be smaller than AVE values. These results with the factor correlation 
matrix are shown in Table 3. As it is seen from factor correlation matrix, the highest correlation value between 
constructs is 0.706 (between “e-satisfaction” and “e-loyalty”) whereas the smallest value among the square root of 
AVE values is 0.741. The results ensured the discriminant validity of all constructs in that in all cases, the 
diagonal values in the matrix were higher than the off-diagonal values in the corresponding rows and columns as 
shown in Table 3. Overall, reliability and both convergent and discriminant validity tests indicated that the 
proposed constructs of measurement model were justified.  
 
Table 3 Mean, standard deviation and factor correlation values of research variables. 
 
 ×ഥ  S.D. 1 2 3 4 
E-satisfaction (1) 3.06 0.94 0.741    
E-trust (2) 3.16 1.07 0.688 0.804   
E-loyalty (3) 3.12 0.99 0.706 0.630 0.808  
ORPI (4) 2.84 1.06 0.699 0.699 0.665 0.778 
×ഥ : Mean ; S.D: Standard deviation 
 
3.3 Confirmatory Factor Analysis 
 
The statistical significance and fit values of the proposed research model are tested by confirmatory factor 
analysis. In this study, a two-phase approach is used to test the research model. First, measurement model is dealt 
with and its suitability for model testing is examined. Every path in the model are found to be statistically 
significant (t>1.96; p=0.001). Standardized loadings and error variances obtained on the latent variables of the 
measurement model are used in the testing of structural model. Some goodness of fit statistics is used to evaluate 
the adequacy of measurement model and structural model. These values are Root Mean Square Error of 
Approximation (RMSEA), Standardized Root Mean Square Residual (SRMR), Comparative Fit Index (CFI), 
Normed Fit Index (NFI), Goodness of Fit Index (GFI), Tucker Lewis Index (TLI) and Adjusted Goodness of Fit 
Index (AGFI). The measurement model indicated a great fit, producing a GFI of .961, CFI of 0.984, RMSEA of 
0.032, NFI of 0.948, TLI of 0.982, AGFI of 0.949 and SRMR of 0.035. the χ2 of 111.135 and χ2 /df of 1.407 
(p<0.01). The analytical results demonstrated a good fit. Therefore, after this phase, research model and 
hypotheses are tested.  
 
3.4 Path Analysis and Hypothesis Testing 
 
After checking validity, the analysis of structural model and the testing of hypotheses are done in the second 
phase.  
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The structural model of research presented in Fig. 1 and the hypothesized relationships in the proposed model 
were tested. The structural model fit indicated great values, thus path estimates and t-statistics were calculated to 
test hypotheses. Fig 2 and Table 4 presents the results with β values of all path coefficients.   
 
Table 4 Structural coefficients for the research model and summary of hypothesis test 
 
Hypothesis Path Coef. t-statistic Conclusion 
H1 E-trust → ORPI 0.40 5.377** Supported 
H2 E-trust → E-loyalty 0.16 1.971* Supported 
H3 E-satisfaction → E-trust 0.66 11.153** Supported 
H4 E-satisfaction → E-loyalty 0.68 8.299** Supported 
H5 E-satisfaction → ORPI 0.32 3.134* Supported 
H6 E-loyalty → ORPI 0.27 2.808** Supported 
Notes: * Significant at the 0.05 level; ** Significant at the 0.001 level 
       OPRI: online repurchase intention; Coef: Path coefficient 
 













As it is seen in the Table 4 and Fig 2, all hypotheses were supported. According to the standardized estimations, e-
trust (β=0.16, t-statistic=1.971, p<0.05) and e-satisfaction (β=0.68, t-statistic=8.299, p<0.001) significantly and 
positively affects e-loyalty, supporting H2 and H4. At the same time, e-trust is positively affected by e-satisfaction 
(β=0.66, t-statistic=11.153, p<0.001), thus supporting H3. As expected, both e-satisfaction and e-trust positively 
associated with ORPI, with path coefficients of 0.32 (t-statistic=3.134, p<0.01) and 0.40 (t-statistic=5.377, 
p<0.001), supporting H5 and H1. Additionally, H6 predicted that e-loyalty has a positive influence on ORPI and it 
is confirmed that there is a significant positive relationship between e- loyalty and ORPI (β=0.27, t-
statistic=2.808, p<0.01). 
 
The predictive and explanatory power of the research model assessed by the percentage of explained total 
variance (R2). It is found that R2 was 44 percent when e-satisfaction was used to predict e-trust towards online 
shopping. Moreover, the e-satisfaction and e-trust explained 63 percent of the variance in e-loyalty. Further, the R2 
for ORPI was 0.77, reflecting that the variation in the given antecedents of ORPI – e-satisfaction, e-trust and e-
loyalty - explains 77 percent of the total variance of ORPI. 
 
4. Discussion and Conclusions 
 
The aim of this study is to investigate the factors which are the determinants of ORPI. In this regard, effects of e-
trust, e-satisfaction and e-loyalty on ORPI were examined in an integrated perspective. Therefore, this study 
contributes the literature emphasizing the multiple effects of the antecedents of ORPI.  
 
The results of this study suggest that both e-satisfaction and e-trust have a significant positive impact on e-loyalty. 
The findings further indicate that the positive influences of e-satisfaction and e-trust on ORPI are significant. 
These results imply that a satisfied customer who trust in the trueness of information presented by website and is 
convinced about the privacy of personal information will generate feeling of loyalty towards the website. The 
study also revealed the positive influence of e-loyalty on ORPI. It is empirically demonstrated that loyal 
customers will intend to repurchase from the same website in the future. However, e-loyalty has not the highest 
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Both e-satisfaction and e-trust have higher level of influence on ORPI than e-loyalty, therefore consumers are 
more likely to intent to repurchase from the website when an online store is able to keep customers more trusted 
and satisfied. The results also confirmed that e-trust has the highest level of influence on ORPI. The findings of 
this study make some theoretical and practical contributions. From a theoretical perspective, this research enriches 
the existing literature concerning ORPI and the determinants of ORPI and e-loyalty. First, e-satisfaction and e-
trust revealed significant associations with both ORPI and e-loyalty. A similar observation was made by Weisberg 
et al. (2011) who proposed that e-trust has a significant and positive impact on ORPI. On the other hand, the 
former finding was consistent with the empirical results of Lin and Lekhawipat (2014) who shows the positive 
impact of e-satisfaction on ORPI. 
 
Second, while the relationship among ORPI, e-trust, e-satisfaction and e-loyalty proved to be significant, it is 
considered that the primary determinant of ORPI is e-trust. Although recent researches shows that e-satisfaction 
play more significant role than e-trust (Ha, et al., 2010; Fang et al., 2014), the current study reveals that e-trust has 
the pivotal role on ORPI.  
 
The findings of the present study can draw implications for practitioners. From the reported results, there are three 
factors –e-trust, e-satisfaction and e-loyalty - that affect customers to repurchase in online stores. E-shoppers 
concern trust as a cue to intend online repurchase and satisfaction in second. Hence, online stores should first 
focus on perceived trust against both online shopping and their websites. There are several ways to develop trust 
with e-shoppers. One is to provide more secured payment systems, data security and privacy policies. Also they 
use more flexible warranty and return disclaimer, keep in contact with customer in 7/24, present call/resolution 
centers and references to place e-trust. Second, online stores should respond customers’ messages and complaints 
promptly and anticipate their needs earlier than competitors to satisfy and impress their customers. This research 
has shown that customers consider e-loyalty as another important antecedent of repurchase intention in online 
stores. Therefore, online stores can reward loyal customers to intend them to repurchase by using promotion 
codes, discount codes, gift cards, providing customized offers and daily deals.  
 
This study has several limitations. First, research data was collected from e-shoppers who just live in Izmir the 
third biggest city in Turkey, thus the research may not be representative of all the e-shoppers in Turkey. Future 
research could collect data from different e-shoppers and a cross-cultural study should be conducted. Second, this 
study focused on three factors that influence ORPI. Future research can develop more detailed models that can 
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